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A Printers’ Ink staff writer, re- 
ports the New Yorker, worked on 
an article for three days, only to 
have the mss. blow out of the win- 
dow and fall on the roof of a neigh- 
boring church. After vain attempts 
to recover it, he grimly set to work 
and wrote it over again. Shades of 
Thomas Carlyle! There’s the boy 
who really should have had the Har- 
vard medal. 


* * * 


Fred Kendall gets a gold medal 
for starting Advertising Arts. And 
what do I get for starting RouGH 
Proors? Just a lot of mail from 
frivolous advertising people. There 
ain’t no justice. 


* * * 


It’s all right to give away medals 
to the people who start things, but 
how about a few for the battle- 
scarred heroes who have to finish 
them? 

* * + 

Kendall’s rise to fame began with 
his joining the popular sport of tak- 
ing a sock at Lucky Strike testi- 
monial advertising back in 1929. 
Since then two prize awards have 
descended upon his modest but 
slightly expanded chest. Luckies 
seem to be that way for other peo- 
ple than the American Tobacco Com- 
pany and Lord & Thomas and Logan. 


* * * 


After that experience, if Kendall 
doesn’t chuck his pipe and smoke 
Lucky Strikes exclusively, he’ll be 
guilty of the grossest ingratitude. 
He could even stick to facts and 
write a glowing testimonial as to 
the worth of Luckies as well as 
Murads in enabling one to remain 
nonchalant under trying conditions. 


* * * 


The real reason Kendall was so 
anxious to win a medal was to com- 
pel his not so alma mater, Printers’ 
Ink, to print his name, even if only 
in six-point type at the bottom of 
the page opposite the want ads. It 
looks as if he’s finally done it. 


* * * 


The New York World, according 
to the will of Mr. Pulitzer, was to 
be conducted perpetually as “a pub- 
lic institution.” But not, the Pulitzer 
boys decided, if it was going to be 
located over the hills at the poor- 


house. 
* * oa 


Until the famous New York news- 
papers went on the market, Roy 
Howard, of Scripps-Howard, like 
your old friend Alexander, was 
probably sighing for more Worlds 
to conquer. 

* * * 


So many universities are busy 
making tests for advertisers and 
issuing reports on the same that 
they must be having quite a time 
figuring out ways and means of 
holding classes. 


* * * 


Bill Tilden is supposed to be 
gumming up the works and spoiling 
the advertising of Jack Curley’s 
tennis show by trimming Kar] Koze- 
luh every time they stage a match. 
But the results only confirm the 
sneaking suspicion that Bobby Jones’ 
Success gave rise to, that a profes- 
sional is a guy who can beat every- 
body except the good amateurs. 

Copy Cus. 


BULK SALES OF 
NEWSPAPERS ON 
A. B.C, PAGE 1 


Directors Also Require Analysis 
of Bulk Sales 


New York, Feb. 26.—Bulk sales 
of newspapers will be shown on 
Page 1 of the newspaper form of 
the Audit Bureau of* Circulations, as 
the result of action taken at the 
February meeting of the board of 
directors. 

The board adopted a _ resolution 
providing that bulk sales shall be 
placed in a paragraph at the foot 
of Page 1 of both publisher’s state- 
ments and audit reports, and requir- 
ing an analysis of the type and 
character of such sales to be shown 
in that paragraph. 

This decision, it is believed, will 
end the dispute over hotel sales of 
newspapers to the satisfaction of the 
majority in both factions. 

The A. B. C. Board tightened re- 
strictions on the use of its prestigé 
with the following resolution: 


Adopt New Rule 


“Publisher members shall not 
make public in any manner their 
publisher’s statements to the Bureau 
previous to release of the statements 
by the Bureau, nor shall the name 
of or any reference to the A. B. C. 
be attached to any circulation data 
except to that which has appeared 
in an already released Publisher’s 
Statement or Audit Report. 

“The appearance, however, merely 
of the phrase, ‘Member of the Audit 
Bureau of Circulations,’ shall not be 
interpreted as a violation of this 
rule.” 

The Tandy Advertising Agency, 
Ltd., of Toronto, and the Thompson- 
Koch Company, Cincinnati, were 
elected to membership in the A. B. C. 

The following publications were 
elected and may be admitted to 
membership upon release of Audit 
Reports or Publisher’s Statements 
in accordance with the by-laws and 
rules: 

Weekly—The Afro-American, Bal- 
timore. 

Magazines — Catholic School 
Journal, Milwaukee; Canadian Geo- 
graphical Journal, Montreal; Every- 
girl’s, the Magazine of the Camp 
Fire Girls, Grand Rapids, Mich., and 
Western Homes & Gardens, San 
Francisco. 

Farm paper—Dairy Tribune, 
Mount Morris, Ill. 

Business papers—Highway Engi- 
neer and Contractor, Home Utilities 
Salesman, and Office Equipment 
Salesman, all of Chicago; West 
Coast Lumberman, Seattle, and The 
Electric Journal, Pittsburgh. 


Now Full Members 


The following publications which 
had been previously elected were ad- 
mitted to full membership. 

Magazines—Town Tidings, Buf- 
falo; Screen Play, Minneapolis; 
Western Love Stories, New York, 
and Fortune, Chicago. 

Business papers—Local Agent and 
Life. Insurance Selling, St. Louis; 
Casualty Insuror, Chicago; .Elec- 
tronics, Projection Engineering, Mu- 
nicipal Sanitation, Bankers Maga- 
zine, and Food Industries, all of 
New York. 


Boston, Mass., Feb. 27—-Winners 
of the 1930 Harvard Advertising 
Awards were announced at a dinner 
at the Faculty Club of the Harvard 
Graduate School of Business Admin- 


A SONG FOR PARENTS 


Winners of Harvard 
Advertising Awards 
Announced at Dinner 


($1,000): Batten, Barton, Durstine 
& Osborn, New York, for the insti- 
tutional campaign of the Baltimore 
& Ohio Railroad Co. This agency 
also won another award this year, 


Study of Child ot the Pano by Anton Bruch! 


the incomparable source of music in 
the cultured home of Europe and 
America. It stands ever ready to render 
your children its uncommon service 


Yestervay, they were smiling babies. 
Today, they are exuberant beings 
tensely eager to experiment with 
the complex opportunities that are 
their heritage. Airplanes, fast motor- 
cars, new theories of human relation- 
ships . . . all these are as natural to 
their changing world as swimming- 
holes and horses were to the vanished 
world of their fathers and mothers. 

And these parents of modern chil- 
dren . . . their lot is not easy. How 
often they meet, from wide eyes that 
still are dewy and bright with baby- 
hood, a gaze that seems to brand 
them as beings in an unknowing and 
antique world. 

Buc there still remain some unchang- 


Of these is art. In its highest form, art 
clears like a heady and magic breeze 
through time, fashions, customs and 
all the barriers and borders of the 
world. The melody that swirls gaily 
up from some village in the Caucasus 
loses little of its ecstasy in far-away 
Virginia. The father who has in com- 
mon with his son one great melody 
+ + « OME sweet, surpassing song, has 
not been left entirely behind. 

For generations such art . . . music 
that provides a colorful interest within 
which parents and children develop a 
sustained relationship . . . has been 
provided by the Steinway. Instrument 
of genius favored by virtually every 
great musician from Liszt to Hofmann 


. to furnish instruction to them, 
their children and even their children's 
children .”. . to attract and entertain 
their friends . . . to sing their songs of 
love, of reverie .. and radiate about 
them, as a superb decoration, the 
magnificence of its tradition. 


A new Steinway Upright piano can $ 
be bought for a total as low as 875 
A new Steinway $ 
Baby Grand at 1 3 7 5 
As the Sceveway is made in New York City, this price, naturally, 
count be “plus transportation” beyond New York and 11s suburbs. 


10% down tz." 


Used pianos accepted in partial exchange. If 


ing, fundamental things that serve to 
connect all generations, all men. . . . 


-  » beautiful object of art in polished 


woods and ivory . . . the Steinway is 


there is no Steinway dealer near you, write for 
information to Steinway & Sons, Steinway Hall, 
109 West 57th Sereet, New York. 


THE INSTRUMENT OF THE IMMORTALS STEINWAY 


This Steinway advertisement won the Harvard Award for 
the most effective combination of illustration, headline, text and 
type. The agency is N. W. Ayer & Son. 


istration tonight. Presentation of 
the awards was made by Melvin T. 
Copeland, Professor of Marketing 
and chairman of the jury of award, 
before 100 guests. The winners: 
Gold medal for distinguished serv- 
ice to advertising: Frederick C. Ken- 
dall, publisher of Advertising & 
Selling, for opening the pages of his 
magazine to controversial subjects 
and presenting both sides; for at- 
tacking the use of paid testimonials 
and for founding Advertising Arts. 


Campaign Winners 

National campaign for a specific 
product ($1,000): Gardner Adver- 
tising Co., New York, for the cam- 
paign of the Aluminum Company of 
America, Pittsburgh. W. C. White 
is the company’s advertising man- 
ager. The Gardner agency won the 
same award for 1927. 

Local campaign for a_ specific 
product or merchandise ($1,000): 
Northern States Power Co., man- 
agement of Byllesby Engineering & 
Management Corp., for its campaign 
in St. Paul. This company also won 
the 1929 award in the same class. 
T. H. Kettle is the advertising man- 
ager. 

General or institutional campaign 


making the sixth time it has figured 
in the Harvard Awards. R. C. Mac- 
Lellan is advertising manager for 
the B. & O. 

Campaign of industrial products 
($1,000): Bakelite Corp., New York, 
with recognition to Allan Brown, 
advertising manager, and Rickard 
& Co., agency. 


Individual Campaigns 


Advertising effective in its use 
of text as the chief means of de- 
livering its message ($1,000): Fels 
& Company and Young & Rubicam, 
New York, for an advertisement of 
Fels Naptha, “The Stranger They 
Never Forgot.” Dr. J. S. Goldbaum 
is vice-president of Fels & Co., Phil- 
adelphia, in charge of advertising 
and sales. 

Advertisement effective in its use 
of pictorial illustration as the chief 
means of delivering its message 
($1,000): Saks & Co., New York, 
with recognition to Jean Dupas, the 
artist, for an advertisement of Saks- 
Fifth Avenue, “Coats ...in Lim- 
ited Editions,” one of a series of ex- 
cellence. Mrs. Florence Clisbee is 


advertising manager for Saks. 
Advertisement effective in its use 


(Continued on Page 11) 


CAMPAIGN ON 
ALUMINUM IS 


PRIZE WINNER 


Grips Imagination of Public 
and Industry 


New York, Feb. 27—The Harvard 
Award for the 1930 national adver- 
tising campaign conspicuous for the 
excellence of its planning and execu- 
tion for a specific product goes to 
the Gardner Advertising Company, 
for its campaign for the Aluminum 
Company of America. This makes 
the fourth time in six years that 
Harvard awards have been con- 
ferred upon the Gardner Advertis- 
ing Company. 

A unique feature of the prize- 
winning campaign was the intro- 
duction of the use of aluminum ink 
into the standard press runs of na- 
tional publications as well as the 
business press. 

Here the product, in actual sub- 
stance, was made to advertise itself. 
It brought new problems in plate- 
making and high-speed press runs. 
Aluminum ink had been used in in- 
serts, but never included as part of 
the regular run of publication print- 
ing with high speed presses. 

In a series of experiments, means 
were found to make aluminum ink 
perfectly practical in all types of 
printing procedure. 


Objectives of Campaign 


In the minds of most people, 
aluminum was limited in its use 
principally to kitchen utensils. The 
Aluminum Company of America as 
an institution was not generally 
understood and, therefore, at times 
likely to be misunderstood. The ob- 
jects of the campaign were, there- 
fore, to spread information about 
the strong alloys of Alcoa Alumi- 
num, which are _ equivalent in 
strength to structural steel, though 
only one-third its weight and to 
present the institutional aims of the 
Aluminum Company of America in 
their true light, telling the story of 
research, development and service 
being rendered to benefit all in- 
dustries. 

The chief appeals of the compaign 
were light weight, great strength 
and corrosion resistance. These 
were chosen because they presented 
economic advantages to everyone 
from the producer and the fabri- 
cator to the ultimate consumer. The 
name “Alcoa” was stressed in order 
to build greater acceptance for this 
trade name. 

The sales problems are different 
from those of most manufacturers, 
because there is little direct pur- 
chasing by the general public. 
Therefore, the purpose of the cam- 
paign was to build up a general 
desire for aluminum in all of its 
forms, along with a basic belief 
that mere weight is no longer a 
requisite to strong construction. 


Intrigued the Public 


It is usually difficult to interest 
the public in a metal which must 
first be manufactured from the raw 
into the finished product. The re- 
sults of the campaign to make the 
public aluminum-minded indicate 
how well this task was accomplished. 

As a result of this advertising, 
aluminum hardware, picture frames, 
objets d’art and even aluminum 
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ADVERTISING AGE 


February 28, 1931 


wallpaper, are now found in homes. 
Lumber primed and_back-primed | 
with aluminum paint is now pre- | 
pared and packaged at the mill. In | 
the office are aluminum chairs and | 
furniture. A tremendous volume of | 
business in aluminum paper and | 
cover stock for direct mail pieces has 
been created, to say nothing of page 
after page of publication advertising 
using aluminum ink. 

Curtains, hangings, easels and 
decorations are now made of alumi- 
num. In the shop and factory, alum- 
inum paint protects the structures 
themselves. For interior use alumi- 
num painted walls and trim reflect, 
diffuse and bring greater light for 
men to work by. 

Outdoors as well as indoors, the 
same ascendency of aluminum is ap- | 
parent. Buildings in general are. 
beautified by spandrels and decora- 
tive forms of aluminum. Railroad | 
yards and oil fields are protected | 
and made clean with aluminum | 
paint. The butcher, the baker and | 
all those who deliver materials by | 
motor truck cut down weight with | 
aluminum truck bodies. 


Results of Campaign 


Steam and electric roads have 
turned to structural shapes of alum- 
inum alloys to lighten rolling stock. | 
Aluminum pistons and connecting | 
rods for motor cars, trucks and) 
buses are becoming more and more, 
dominant, while caps for Mason jars | 
and tubes containing paste of every | 
sort made of aluminum are con- | 
stantly increasing in demand. 

Some of the inquiries received | 
from executives and industry in 
general almost come under the head 
of “Believe It or Not—.” Conveyor 
belts; aluminum paint to reflect the 
heat from the roof of the President’s 
private car; aluminum from which 
to make saw blades for sawing lime- 
stone, because aluminum will not 
rust and streak—these are some of 
the uses that have been discovered 
as a result of advertising. 

In short the campaign of the 
Aluminum Company of America has 


TYPICAL COPY IN ALUMINUM CAMPAIGN 


Already trasns, 
toioods. Fulfilling daily schedules, 


facts. 


tively of them 


The ofd time deod wenght drag of 


strong as structural steel weigh only 


they come smoothly to o stop. 


ALCOA 


na of these days you will 


ride on an Aluminum Train 


with cers built partially of the 
light, strong Alloys of Alcoa Alvminum, cre 
speeding olong the tracks of several leading 


oiuminum cors are beng checked ond studied 
for speed, cost of operothon ond many ofher 


The use of these light strong alloys of Alcoa 
Aluminum is inceeesing every yeor end soon 
you will be riding on trains built olmost en- 


tn trains of strong Alcos Aluminum Alleys you 
will hod edded safety and real riding comfort. 


gone, for these aluminum alloys although os 


Power coils, ond these aluminum cars hom 
swiftly along the rods. Brokes Command, and 4 


Diminishing the drog of dead- weight wherever 


mass is in motion, bringing great tensile 
strength and o high factor of structural sofety, 
the light, strong Alloys of Alcoa Aluminum 
these benefit transportetion in all its phases. Thanks 
te the structural weight-savings effected by 
these clloys, motor buses Corry extra pas 
sengers-—moke faster schedules. Using atum- 
num bodies, track owners safely pile as much 
es 2 tons of extra poy-loed on standard 3% 
ton ‘trucks. The cil-cluminum plane flashes 
sotely through the sky, reducing transconti- 
nentol trovel to 48 hours instead of one week. 
Many of the moterial goins that Aicap Alum. 
num has brought to transportation ar evail- 
able for use in other fields. HW you are o 
maonvufoctvrer you know thet your customers 
wont your product strong, but light. Why not 
osk ovr engineers whether the fight, strong 
Alloys of Aicoc Aluminum will meet your 
monufecturing needs? AiuaAinum COMPANY of 
AMERICA; 2405 Oliver Sullding, PITISBURGH, PA. 


ALUMINUM 


starting fs 


Sas much. 


developed such satisfactory results 
that it continues without change in 
policy or presentation for 1931. 


Williams Has Agency 
The Paul E. Williams Company, 
Seattle investment house, has placed 
its advertising with the Strang & 
Prosser Advertising Agency, of that 
city. Coast newspapers will be used. 


A 365 


Advertising 
Contact 


BOOKLET 
CALENDAR 


Made 
Under 
Patent 


The Booklet Calendar is an advertising medium 
in itself, but it is far more ...it gains space on the 
walls of office or home because of the utility it offers; 
it gets its three hundred and sixty-five day message 
across because it is retained for an entire year and 


referred to constantly. 


Look into the possibilities of the Booklet Calendar 
as a medium that will crystallize your other mediums 
of advertising and cash 
them to the fullest 
extent .... Write 


purchased for any amount 
of money is gladly granted 
if you will “buy” that space 
witha.... 


Booklet Calendar 


This is a two-fold advertising medium; a calendar 
presenting a utility feature, a booklet that keeps the 
name of the manufacturer or distributor prominently 
before the purchasing public. 


Day 


Spac E that could not be 


Th 
Acorn Press 


1214-16 Howard St.,Omaha, Nebr. 


Agency Creates 
Winning Head 
for Electrolux 


New York, Feb. 27—‘As silently 
as nature makes ice,” the phrase 
which won the 1930 Harvard Award 
for the most effective use of a head- 


As S/LENTLY 


as nature 
makes ice 


Aeect mentee tree Karr ver after 


ELECTROLUX 


line for Batten, Barton, Durstine & 
Osborn, Inc., was used in its cam- 
paign for Electrolux Refrigerator 
Sales, Inc. 

The campaign was based on the 
belief that the general public has 
already been sold on the desirability 
of automatic refrigeration and that 
the objective should be to sell Elec- 
trolux definitely against the field. 

Investigation determined that si- 
lence of operation and economy are 
the two points most sought and the 
winning line was written in em- 
phasis of the former. 

The second point was stressed by 
drawing analogies with inexpensive 
cbjects. A narrow color panel down 
the center of each piece of copy 
featured carfare, matches, postage 
stamps, and the daily newspaper to 
tell the Electrolux economy story. 
The headlines provided the hook-up. 

Electrolux made a handsome in- 
crease in sales during the year. 

The copy appeared in The Satur- 
day Evening Post and Good House- 
keeping, and was adapted for use in 
newspapers, as well as for window 
displays and direct mail. 


Use More Direct Mail 


The Sterling Motor Truck Co., 
Milwaukee, will spend the bulk of 
its appropriation in direct mail in 
1931. The account is handled by 
the Cramer-Krasselt Company. 


IN RADIOIT’S 
VARIETY, SAYS 
D. P, WOOLLEY 


Tells How Fleischmann 
Program Was Built 


New, York, Feb. 27.--Variety is 
one of the vital things in radio ad- 
vertising, Daniel P. Woolley, vice- 
president of Standard Brands, Inc.. 


told the League of Advertising 
Women last week. 
The individual advertiser must 


not only build his own program with 
that thought in mind, but he must 
consider those which follow and 
precede it, Mr. Woolley affirmed. 

He continued: 

“I believe every product has a 
tempo; in other words, I think a 
soap calls for a certain program and 
a beauty product for a certain one. 
If it is a light, luxurious product it 
should take one kind of a program; 
if it is serious, it should take an- 
other type. I am running three ra- 
dio programs and I have many a 
headache in attempting to get one 
that really fits. 

“Six months ago you could turn 
the radio on and there was a croon- 
er. Rudy Vallee had started the 
vogue and we were crooned at inces- 
santly by high crooners and low 
crooners. At present we have skits. 
Some of them call it ‘Drama.’ 
Now you can get a skit on any sub- 
ject. 


Consider Evening 


“I think an interesting skit is 
good. I think a good crooner at- 
tracts a large audience. I think any 
form of entertainment is good that 
really entertains, but I think that 
the person who tries to fill the air 
should think about the whole eve- 
ning as a show. Mr. Keith wouldn’t 
have six acts of acrobats and ex- 
pect the audience to do anything 
but walk out. 

“It is the same with a radio pro- 
gram. Those planning them should 
try to think of something that par- 
ticularly fits their product and build 
that up. This will introduce variety 
into the evening’s list of programs. 
Perhaps the way I can be most ex- 
plicit is to tell you what we did on 
Fleischmann’s Yeast for Health. 

“When we decided to go on the 
air, we planned the program to tie 
up with our magazine and our news- 
paper advertising. Yeast for Health 
is a very delicate subject to handle. 
It has much to do with good health, 
so when we started to look around 
for a radio program we said, ‘What 
is the audience we have to deal 
with?’ 

“We decided that, nowadays they 
want ‘It’ more than anything else. 
Who had the most ‘It’ of anybody 
we could find? We found a young 
crooner, Rudy Vallee, and we found 
the young ladies, and even some 
of the old ladies, panting over him. 
He also has a great many male ad- 
mirers. So we engaged Rudy Vallee 
as the star of this great thing called 
Health. 

“We also wanted athletics or ro- 
bust health to play a part. We went 
through the list—Jack Dempsey and 
all. Finally we said, ‘Graham Mac- 
Namee, as a noted sports announcer, 
stands for sports!’ 


Getting Contrast 


“Then it became a question of 
how we could keep people from get- 
ting tired of the program. We de- 
cided that we would secure ladies 
with deep and soulful voices and a 
soloist. The thing we wanted to do 
was to make a contrast with the 
men—in other words, a well rounded 
out hour. If you will listen to that 
program you will find it goes like 
waves and has balance. 

“Everybody likes advice. People 
pay doctors so they can tell them 
how badly they feel. Doctors know 
that and we discovered it from our 
surveys. We had a man in the com- 


DESCRIBES CREATION OF 
RADIO PROGRAM 


Daniel P. Woolley 


pany, Dr. Lee, head of our research, 
and an old family physician, talk to 
them. He asked them very personal 
questions in the same old family doc- 
tor tone of voice. 

“That combination of MacNamee 
for virility and Vallee for crooning, 
Dr. Lee to give the advice of the 
old family physician, plus a lady 
who sings, has made a very success- 
ful radio program. The National 
Broadcasting Company tells us we 
have the greatest number of listen- 
ers next to ‘Amos ’n’ Andy.’ 

“People don’t listen to the radio 
and buy your product out of grat- 
itude. Radio selling is harder and 
tougher than any magazine or news- 
paper advertising that was ever 
planned. You have to create a de- 
sire in the minds of the audience, 
tell them where they can satisfy it, 
how they ought to get the product, 
when they ought to get it and all 
about it.” 


Jack Welcome 
Succumbs After 
Brief Illness 


The sudden death of Jack Harold 
Welcome, advertising manager of 
National Miller and American Mil- 
ler and Industrial Transmission and 


Jack H. Welcome 


Conveying, Chicago, February 23, 
shocked his wide circle of friends in 
the publishing and advertising fields. 

Mr. Welcome became ill on a trip 
to New York about three weeks ago. 
The trouble was at first diagnosed 
as a nervous breakdown, but com- 
plications set in shortly after his 
return to Chicago and he passed 
away at the Oak Park Hospital. 

Mr. Welcome was only 39 years 
old, having been born in Chicago, 
October 12, 1891. He planned an 
advertising career and studied de- 
signing and layout at the Chicago 
Art Institute after leaving high 
school. About 15 years ago, he be- 
came secretary of National Miller 
Publications, Inc., which was formed 
to publish National Miller. The 
paper recently purchased American 
Miller. 


F 


Y omens 


rol 5 See = es Pe eee wees = aoe i iy ars ee £ e yr , * 4 ~ q dee a F isa i 7 : : ‘ 
ee P| a 
nae -_ - - —__—_—$<—— a 
ae 
‘ Fr ‘ ~ * gs = — — — eee = 
0 ei oe | ae 
7 — re) | a nS 
by = cael q i ae a - s 
eee esl pO. eee. ee ae 
Poe we ae eee Pe ee : a ; 
(ie aoe ‘ose se ie a 
2h . pee) ee , eee: eae * a 
Fre he i a ee oes a NR a arceeta n oy i gate. = | 
be tiuaies TAIT CM mig i ye ee ' 4 
ia om : 2 gle ee ee aay oe a R , a ae mths = 
“ae pe Be ee a jit A Seat |< oe ace | “a ee and 
& oe PS eS ES i mee ici a ee. . : j ian 
era 
Rtg Bod ae 
: Po | ‘i. 
i ; | gee pobats i ae 
s : eT. all 
Barre) ; ‘ | 
ee a itil ial 
a | 
Aa 
ae a | 
ee 
| 
| 
1 
eg caer ganas ins | 
oe es 
&:, & 
— née 
ci 
ae th 
R 
a ay 
Ee oaeaSs=ESoOS=Soooooooooaooo SS =xw{w{w=wanw_0 eoa[''= - 
ae a th 
- ; po 6 a 
: s! 
a | 
: —__-— . 
re Viectrabas met only ee ad F 
eo vA noietres shee yam bey ky : vi 
ea Ss a 
ee. : | w 
phy ——— 0 | i 
Ss eee OS aa ae in 
Sen ae exe ore eee : | 
een ss ie | tk 
ate —— = =— (i | y 
os 3 me - mes 2. * ¢ . S M 
Sep ers : a oa i 
se) 3 — A ' Pp 
| , ~~~ as \ } = 
’ — anne, ow, Ryall Bn : — cl 
ie sacs 5 SS A) ae = Ne ce. Fe H 
ei isis io1 ay, a | Pe - sa 
eat at) SS < 
lie! re | M\=\3\>\ OF i i ay 7 Sa i. wl : Ss : P! 
| oo) ial me a. 
No. \aeee 4 | a Ds 
= It ~— 4 4 $ 
\_ le lise eisigr : . 
1788441 \WS Sofas | — 
SeuCeRG| | — 
Se a | ‘ ie “ pee a 
; Z - Fi hae : 
ee ie, di 
eer ro me 8 poe 
mae = ee or ré 
Bee eo 
7a | meet ‘ye nN % tees 
ks ae me a 
7 we 2 ti 
ti 
a i 
n 
bi 
fi 
tl 
| Pe > 
| I 
tl 
n 
le 
Pe n 
p 
te 
vw 
| 
SS eee ¢ 
pl a 
t 
ee . 
‘ t 
Sa ee Ce eee | | | ae! 
7 ar a Ae aoe eee g srr ae ook far Rae aa at (00 ia Silas eae ttre ae he Si ee cre te aX Ve Groce soppy amg ef ae nD cere se lia sate PERG a eis aisles Pee Pr 
' eas: Be by 1 os er tt ae Sa) Sgr - SE GE Gn RNS SE en, Gate ec) at Bee ottegte. Te are Te 
Se ae ha rae sates 5 Lesnoe cog Ee ean ARE Sy eet ae an) > 8 RE aca a ie = 2 ae ee 


February 28, 1931 


ADVERTISING AGE 


WINS HARVARD AWARD FOR BEST 
ILLUSTRATION 


The advertiser, Saks & Company; the artist, Jean Dupas. 


CAMELS T0 FIGHT 
FOR FIRST PLACE 


New York, Feb. 26—Erwin, Wasey 
& Co., who used more than 4,000 
newspapers to announce the Camel 
cigarette contest, expect not less 
than 500,000 smokers to tell the 
R. J. Reynolds Tobacco Company 
“what significant change has _ re- 
cently been made in the wrapping of 
the Camel package containing 20 
cigarettes and its advantages to the 
smoker.” 


This estimate was made by H. F. 
Douglas, who with Marvin Knight, 
vice-president of the agency, is 
working on the Camel account. It 
was based on the large space used 
in a big list of papers, and the fact 
that $50,000 is to be given to con- 
testants and that the contest closes 
March 4, which means that few will 
procrastinate. 

The judges, as announced in the 
copy, are Charles Dana Gibson, pub- 
lisher of Life; Roy W. Howard, 
chairman of the board, Scripps- 
Howard Newspapers, and Ray Long, 
president of the International Maga- 
zine Company and editor of Cosmo- 
politan. 


Plans New Campaign 


Erwin, Wasey & Co. will launch- 
another newspaper campaign imme- 
diately following the contest. Mr. 
Douglas said its nature can not be 
disclosed because of the clews it 
would offer those entering the cur- 
rent contest. 

Erwin & Wasey will not begin the 
direction of Camel magazine adver- 
tising until the June issues, at which 
time “Camel will have plenty to say 
in large space, tieing in with the 
newspaper copy,” in a determined 
bid for first place in the cigarette 
field. 

The agency claims to have done 
the fastest media selection job in ad- 
vertising history on the contest copy. 
It began the work February 13 and 
the initial insertions appeared in 
newspapers 11 days later. 

In the interim, the agency tabu- 
lated the circulation of thousands of 
newspapers, listed their rates and 
publication dates, selected the ones 
to carry the copy, and made a four- 
way recapitulation by states. 

The plans were submitted to the 
client, O. K.’d, copy was prepared 
and plates made and delivered. 

There are four advertisements in 
the contest series. Financial and 
college papers throughout the coun- 
try are being used, in addition to 
daily and weekly newspapers. 


Beech-Nut Ties in 
with Cigarette Copy 

New York, Feb. 26—“Chew gum 
before and after smoking a cigarette 
to make the next smoke taste bet- 
ter” is the copy theme of the new 
national campaign of the Beech-Nut 
Packing Company. 

The campaign began this week, 
featuring all of the Beech-Nut 
brands, including Peppermint, Spear- 
mint and Wintergreen. It will be 
confined mainly to street car cards 
in all principal cities, poster boards 
and to a few of the larger general 
magazines. 

Ralph Foote is advertising man- 
ager of the Beech-Nut Company, and 
Jackson Taylor, of McCann-Erick- 
son, Inc., is the account executive. 


Frigidaire Copy 
Supported By 
Potent Allies 


Dayton, O., Feb. 26—The $7,000,- 
000 advertising and sales promotion 
campaign of the Frigidaire Corpo- 
ration will furnish a unique demon- 
stration of the value of a single 
theme in the advertising of unre- 
lated products. Like the new cam- 
paign on General Motors cars, the 
refrigerator story will be “Consider 
the Value.” 


The advertisements will also tie 
up with the $1,000,000 campaign of 
the National Electric Light Associa- 
tion which calculates the industry 
will thus dispose of 1,000,000 units 
in 1931. This campaign begins in 
the March 26 issue of The Saturday 
Evening Post. 


Space orders for Frigidaire will 
be released March 1, co-incidental 
with announcement of three new 
models, offering, it is claimed, lower 
operating cost, more shelf space, 
faster freezing and better finish. 
The story of value will be hung on 
these pegs. The new models boost 
the total to eight. 


Stress Guarantee 


The advertising will also feature 
the new three-year guarantee and 
the fact that the Frigidaire con- 
sumer can choose between legs, cast- 
ers or gliders. 

The newspapers which will de- 
liver the Frigidaire message in key 
cities have not yet been selected. 
General and business magazines so 
far on the list are: 

Time, The New Yorker, The Sat- 
urday Evening Post, Collier’s, Busi- 
ness Week, Nation’s Business, Ice 
Cream Field, Ice Cream Review, Ice 
Cream Trade Journal; 

American Restaurant, Hotel Man- 


No. 51 of a Series 
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There is much which might be said, but for the audience which this 


reaches we know it is enough to say that a complete novel by 


Andre Maurois will appear in March Scribner’s. @ It is called 
“The Weigher of Souls.” @ It is the first fictional work of this length 


by Mons. Maurois to be published in an American magazine. 
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agement, Electrical Merchandising, 
Electrical Dealer, Electric Refrig- 
eration News, National Hotel Re- 
view, Chain Store Age, Dairyman’s 
League, Hoard’s Dairyman, Progres- 
sive Grocer; 

Enlightened Homes, Architectural 
Forum, National Real Estate Jour- 
nal, Buildings and Building Manage- 
ment, Factory and Industrial Man- 
agement, Western Confectioner, 
Meat Merchandising, Electric Light 
and Power, Electrical World, Elec- 
trical West and the Central Station 
Retail Shops. 


Cigar Broadcast to 
Recall Old Days 


A vocal, instrumental and orches- 
tral program was inaugurated over 
the Columbia network February 27 
by the Consolidated Cigar Corpora- 
tion, New York, for Dutch Masters 
cigars. 

Each program will include selec- 
tions from one of four periods from 
1895 to 1922, so that listeners will 
be likely to hear at least one selec- 
tion familiar to them during the 
preference-forming years between 15 
and 20. 


Agency Adds Retail Expert 
Sheldon R. Coons, recently re- 
signed as vice-president and mer- 
chandise manager of Gimbel Bros., 
Inc., New York, has joined Lord & 
Thomas and Logan, New York. 


Last Minute News Flashes 


To Distribute Orange Juice Through Dairies 
Roxbury, Mass., Feb. 27—The Citrus Juice Company will distribute 
its orange juice through the existing facilities of dairies, which are said 
to be seeking new products. The company has just been formed to extract 


and bottle the orange juice. 


Walter K. Towers Dies in Detroit 


Detroit, Mich., Feb. 27—Walter K. Towers, 42, who served as adver- 
tising manager of the Paige-Detroit Motor Car Company from 1921 to 


1927, died here this week. 


Before joining Paige-Detroit, he was sales promotion and export 
manager for the Reo Motor Car Company. Mr. Towers was president of 


the Adcraft Club in 1924. 


Postoffice Bans Metal Foil Inserts 


Washington, D. C., Feb. 27—The Postoffice Department has banned 
the use of inserts consisting of metal foil backed with paper from second- 
class publications. Such inserts subject the publication to postage at the 
third or fourth class rate, it was held. 


The order added that “this practice has caused embarrassment and 


annoyance to the Department.” 


Agency for Ar-Ke-Tex 

The Ar-Ke-Tex Corp., national dis- 
tributing organization for the Clay 
Products Company of Indiana, tex- 
tured tile, has placed its advertising 
with Sidener Van Riper & Keeling, 
Indianapolis. 

Dwight Reynolds has joined this 
agency as art director. 


City Has Agency 
The City of Covington, Ky., has 
appointed the Keelor & Stites: Com- 


pany, Cincinnati, as advertising 
counsel. 
Newspapers, radio, moving pic- 


tures and dealer displays will be 
used. 
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The Changing 
Newspaper Picture 


Se 


———_ 


Recent developments in the news- 
paper situation in New York, Chi- 
cago and elsewhere, culminating in 
the spectacular sale of the New 
York World properties to the 
Scripps-Howard Newspapers, have 
emphasized conditions that are of 
great interest to advertisers. 


Probably the most obvious fact is 
that newspaper publishing, especial- 
ly in metropolitan centers, is big 
business. The fixed expenses of daily 
papers are so great that strong 
financial support is vital. This may 
mean, as Roy Howard has sug- 
gested, more and more public 
financing, instead of the develop- 
ment and expansion of newspaper 
enterprise through individual funds. 
It may mean more and more strength 
for the newspaper groups which 
have gradually become so impor- 
tant a part of the newspaper picture. 


Present conditions, not only the 
current depression, but the general 
competitive situation, may mean that 
there are too many newspapers, and 
that mergers must continue to be 
the order of the day. From the 
standpoint of the advertiser and the 
public, this may be a good thing. It 
should result in a smaller number of 
strong publications in the metropoli- 
tan newspaper field, and in bigger 
value for the advertiser. 


As a matter of fact, this has al- 
ready happened in a number of com- 
munities, where mergers during the 
past few years have developed con- 
trol of the situation by a limited 
number of powerful newspapers. 


It is a strange fact, however, that 
the vital changes that have come 
about in American life in the past 
generation have had so little effect 
on the essential pattern of daily 
newspapers. Most of the successful 
publications are very much alike; 
their editorial ideas, their circula- 
tion objectives are about the same. 
That is the chief reason for the 
terrific competition which exists in 
the leading communities. 


More careful study of markets, 
with the aid of Governmental and 
other statistical data, has led adver- 
tisers to adopt plans which empha- 
size selectivity in their sales efforts. 
The newspaper continues to offer it- 
self as a mass medium, supplying 
contact with practically the whole 
reading public in its community. Its 
efforts to maintain this position of 


general appeal and practically com- 
plete coverage are responsible for 
some of the tremendous overhead of 
the modern newspaper. 


The tabloid represents about the 
only real departure from the stand- 
ard newspaper pattern. Its physical 
characteristics of smaller page size, 
shorter news items, more pictures, 
were developed to coincide with the 
new tempo of life in America, with 
its fast-moving, swiftly-changing 
panorama. The imputation of a more 
sensational type of editorial content 
varies decidedly with the publica- 
tion. There is no inherent reason 
why a tabloid should be more or less 
sensational than any other type of 
newspaper. 


It may be that the changes which 
are to come about in newspaper de- 
velopment in the larger centers in 
the future will be in the nature of 
more selective appeals. There are 
already a few newspapers whose cir- 
culations are concentrated among 
readers of a certain definite type as 
to education, culture and buying 
power. The newspaper with a defi- 
nite group appeal may find that, as 
in the general magazine field, there 
is room for a publication with its 
own special place, and with an edi- 
torial content which identifies it with 
the interests of its particular type 
of readers. 


In spite of everything that has 
happened the strong independent 
newspaper continues to be the most 
powerful factor in the situation. Its 
traditions and background are so 
thoroughly merged with those of its 
community that it may be termed, 
in the words of the elder Pulitzer, 
a public institution. This is espe- 
cially true in the smaller communi- 
ties, with their homogeneous popula- 
tions and interests. 


The chief element in today’s news- 
paper picture is change. Tremendous 
competition for circulation and ad- 
vertising, changing public tastes 
based on radical changes in living 
habits, population distribution, etc., 
new demands from advertisers, all 
mean that the newspaper publisher 
must be more alert, more alive to 
news needs and opportunities than 
ever before. In the meantime the 
advertiser, too, must keep his ear 
to the ground and his finger on the 
pulse of the daily newspaper, the 
giant among advertising mediums. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


224. The Acorn Calendar. 


This is a sample of a new idea in 
advertising calendars developed by 
the Acorn Press. It combines the 
features of a booklet, or catalog, and 
a calendar on the basis of 75 per 
cent utility and 25 per cent adver- 
tising. 


222. Selling the Small Towns. 


This booklet from the Household 
Magazine, Topeka, Kas., points out 
that small towns, due to the de- 
crease in farm population and the 
decentralization of industry, are 
growing faster than the cities. It 
discusses the interests of the small 
town people of today, estimates their 
buying power, and includes a break- 
down of circulation by counties. 


223. Information Concerning House 

Furnishings in Hawaii. 
The purpose of this 28-page book- 
let, published by the Honolulu Star- 
Bulletin, is to acquaint advertisers 
with the extent of the Hawaiian 
market for house furnishings. The 
data on kinds, styles, price ranges 
and other information useful to 
American manufacturers contem- 
plating an invasion of this market, 
was compiled from numerous inter- 
views with business men in the vari- 
ous lines. 


196. The Home Town Paper of the 
Free-est Spending City in 
the World. 

While the weekly income of the 
easy-going folk of the amusement 
world averages $72.62, this sum is 
insignificant in comparison with the 
tremendous total spent by the seven 
major divisions of the amusement 
field. The Billboard reports in this 
analysis that “Amusement Town” 
paid out $3,750,000,000 last year for 
equipment with which to amuse the 
American people. 


218. A $100,000,000 Market for Lines 
Allied to Agriculture and 
Horticulture. 


A survey compiled by Seed World, 
Chicago, which gives some interest- 
ing figures on the 78 side-lines han- 
dled by dealers in this field, with the 
percentage of distribution attained 
by each class. The seed catalog as 
a factor in merchandise distribu- 
tion in this field is also discussed. 


214. The Place of the Trade Paper 
in the Advertising Plan. 


In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


194-a. The Marketing of House and 
Home Furnishings. 


This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings account 
for 26.3 per cent of sales. How 
these sales are divided is one of the 
interesting presentations offered by 
Retailing. 


186. Steel—Basic to Industry. 

Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
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Voice of the Advertiser 


“Fresh,” Sezzee 


To the Editor: It certainly is high 
time I came across, and I am en- 
closing a check herewith to save you 
the trouble of billing. 

I like ADVERTISING AGE. It is full 
of meaty news, and everything is so 
“getatable.” Sometimes, though, I 
think you’re a bit fresh and some of 
the stuff from correspondents is cer- 
tainly not worth printing. 


HENRY L. JONES 


Adv. Mgr., Doubleday, Doran & Co., 
New York 


* * * 


Was Gray First on 
Group Space-Buying? 

To the Editor: I was interested 
in a story in your issue of February 
14, “Group Hearings to be Given 
Publications.” This said that con- 
siderable interest has been aroused 
in a brand new method of buying 
space by an agency. 

This plan was adopted several 
years ago by the Russell T. Gray 
Agency in Chicago, and we have had 
many meetings with members of 
their organization in which various 
publications were discussed. 

REPRESENTATIVE 


* * * 


Mr. Knoble Queries 
Use of “Yeoman” Aid 


To the Editor: I must concede 
that from an illustrative angle, your 
issue of February 14 shows a de- 
cided improvement over former edi- 
tions. 

I must convince myself, however, 
that your meaning was complimen- 


market is divided. 


tary when you spoke of my render- 


ing “yeoman” aid. According to my 
recollection, a yeoman is a farmer, 
and I presume the expression was 
used because I am credited with do- 
ing farm work—that is, spreading 
fertilizer—in connection with the 
activities of the Chrysler advertis- 
ing committee. 
CLIFF KNOBLE 

Director of Adv., Chrysler Corp., 

Detroit 

* * * 


When They Need It, 
They Need It Quick 


To the Editor: Kindly send us 
by air mail a copy of the January 
24 issue of ADVERTISING AGE. 


M. T. SLAay 


Lord & Thomas and Logan 
New York 


* * # 


Williams Is Still 
“Mail” Representative 


To the Editor: ADVERTISING AGE 
of February 21 used a picture of my 
assistant, Mr. Harbud, with the 
statement that he succeeded me as 
business manager. 


This is incorrect. I have just re- 
turned from England and have been 
promoted to the position of Amer- 
ican business manager of the Lon- 
don Daily Mail, Mr. Harbud acting 
as my assistant. He was formerly 
secretary to C. Stephen Millikin, 
advertisement director, and not his 
assistant, as you said. 


REGINALD A. F. WILLIAMS, 
American Business Manager, 
New York, London Daily 
Mail. 
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ADVERTISING AGE 


p, & R, FIRST 
TO COLOR COAL 
AS TRADE-MARK 


Defeats Claim to Use of Red on 
Lumps 


Washington, D. C., Feb. 26.—The 
Philadelphia & Reading Coal & Iron 
Co., cf Philadelphia, one of the few 
national advertisers in the coal field, 
was successful in opposing the reg- 
istration of a trade-mark by the 
Blackwood Coal & Coke Co., the 
Commissioner of Patents reversing 
the decision of the Examiner of In- 
terferences. 


The trade-mark involved consisted 
of a plurality of red specks of irreg- 
ular size on the surface of the 
lumps, no claim being made to the 
lump of coal per se. 

In another recent case, as report- 
ed in ADVERTISING AGE of December 
20, the Delaware, Lackawanna and 
Western Coal Company successfully 
opposed registration of a _ similar 
trade-mark by the Blackwood Coal 
& Coke Company, which then wished 
to spray its coal with blue. 


In the current case, the Commis- 
sioner of Patents asserted that the 
courts have recognized a distinction 
between marks consisting of differ- 
ent color effects where they are not 
confusingly similar to each other. 
He quoted the following opinion in 
a case involving the marking of wire 
rope: 


One Color Only 


“A colored strand, not restricted 
to any color, is not a valid trade- 
mark. . . . If this is a valid trade- 
mark, it is so because, and only be- 
cause, it is limited to a red stripe or 
strand, and that limitation permits 
the use by others of wire ropes witn 
strands of other colors. The defend- 
ants do not infringe that trade- 
mark, because they use a _ yellow 
strand.” 


The testimony in the Philadelphia 
& Reading case indicated the effort 
and ingenuity expended by the com- 
pany in an effort to create a trade- 
mark for its coal. In March, 1928, 
it enlisted the services of the Stone 
& Webster Engineering Corpora- 
tion, and Arthur D. Little, consult- 
ign chemist of Cambridge, Mass. 

The latter developed a coloring 
material with a wood pulp base 
which appeared satisfactory in lab- 
oratory tests but in practice was 
found to be lacking in durability. 
Later, Chase & Waring, consulting 
engineers of New York, were asked 
to assist in developing a coloring me- 
dium with adhesive qualities and 
fastness of colors, which could be 
applied to the coal at a cost of with- 
in five cents a ton. 


The color is sprayed on the coal 
as it comes over a lip screen to be 
loaded on cars, a large proportion 
of the coal receiving color under this 
method, though some escapes. 


Insist on Red 


Miss Viola I. Schlacks, advertis- 
ing manager of the Philadelphia & 
Reading Coal & Iron Co., testified 
that the search for a suitable color- 
ing had been centered on red, be- 
cause of “Reading,” which is not 
pronounced as spelled. 

The lower tribunal referred to the 
company’s trade-mark as purple, but 
after examining several dictionaries, 
the Commissioner of Patents decided 
that the color, even in its early days 
in 1928, could be classified as red, 
especially in view of the definition 
given by the Century Dictionary: 

“Red is one of the most general 
color names, and embraces colors 
ranging in hue from rose aniline to 
scarlet iodide or mercury and red 
lead. A red yellower than vermil- 
lion is called scarlet; one much more 
purple is called crimson. A very 
dark red, if pure or crimson, is 
called maroon; if brownish, chestnut 


KROGER STARTS 
NEWSPAPER COPY 


Cincinnati, O., Feb. 26—A_ full- 
page newspaper advertising cam- 
paign in 17 cities has been started 
by the Kroger Grocery & Baking 
Company, featuring the Kroger Food 
Foundation, which was announced a 
few weeks ago. 

The function of the Foundation in 
selecting and maintaining standards 
of quality in the products handled by 
the 5,184 stores of the company, and 
in supplying dietary and health in- 
formation to its customers, is em- 
phasized in the copy. 

The advertisements are appearing 
‘n the Sunday editions of the news- 
dyapers. Many of them feature Dr. 
Anderson Ryan, director of the 
Foundation, for the operation of 
vhich, it was announced, $1,000,000 
1as been set aside by the company. 

The campaign is being merchan- 
lised to the store managers and 
salespeople of the Kroger group at 
weekly meetings. 

The newspaper advertisements are 
being displayed in the windows and 
inside the stores of the Kroger Com- 
pany, and the salespeople have been 
instructed in the method of interest- 
ing housewives by passing out book- 
lets featuring menus and other food 
information. 


Feature Lenten Dishes 


The current advertising empha- 
sizes a series of special Lenten 
menus which appeal to those who 
are restricting meat in their diets. 
The menus and recipes, according 
to the folder, are “tested and ap- 
proved by the Kroger Food Founda- 
tion.” They are grouped for quick 
reference into three cost classes, all 
of equal food value, it is explained, 
but planned to fit into different food 
budgets. 

Each of these dinners, it is stated, 
utilizes one or more of the six major 
Lenten foods—fish, eggs, cheese, 
oysters, vegetables and fruits. 

“Each dinner,” the folder says, 
“has been prepared with this four- 
fold purpose: to meet the require- 
ments of (1) diet variation; (2) 
essential food values; (3) ease in 
preparation; (4) appetite appeal. 

“Each dinner furnishes the sea- 
sonal foods that will give the body 
its seasonal nutriment — the neces- 
sary food elements, such as mineral 
salts, proteins, fats, carbohydrates, 
vitamins and cellulose. 

“Each dinner is carefully balanced 
in acid and alkaline foods.” 

The newspapers in which the full- 
page advertisements are appearing 
are as follows: 

Cincinnati Enquirer, Cleveland 
Plain Dealer, Toledo Times, Pitts- 
burgh Press, Detroit Free Press, St. 
Louis Post-Dispatch, Peoria Jour- 
nal-Transcript, Indianapolis Star, 
Youngstown Vindicator, Louisville 
Courier-Journal, Arkansas Gazette, 
Little Rock; Huntington (W. Va.) 
Herald-Advertiser, Charleston (W. 
Va.) Gazette, Dayton News, Roanoke 
Times, Wisconsin State Journal, 
Madison; Columbus Dispatch. 


or chocolate. A pale red—that is, 
one of low chrome and high luminos- 
ity—is called a pink, ranging from 
rose-pink or pale crimson to salmon 
pink, or pale scarlet.” 


The Standard Dictionary was 
more to the point: 


“Red is that color of the spectrum 
extending beyond .415 micron; any 
mixture of red and blue between 
crimson and violet.” 


Admitted to Club 


Robert E. Livingston, director of 
information for the Consolidated 
Gas Co., New York, was admitted to 
the company’s Quarter Century 
Club last week. Mr. Livingston 
joined the company in 1905. 


Joins Denney Company 
Norman V. Clements, formerly 
advertising manager of the Curtiss 
Aircraft Interests, has joined the 
copy and plan department of the 
— H. Denney Company, New 
ork. 


SCRIPPS HOWARD 
IS PURCHASER 
OF N.Y. ‘WORLD 


New York, Feb. 26—Following a 
ruling that the newspapers could be 
disposed of under the will of Joseph 
Pulitzer, the Scripps-Howard News- 
papers bought the Morning World, 
Evening World and Sunday World. 
The three papers will be merged 
with the New York Telegram as the 
New York World-Telegram. 


The contract, involving $5,000,- 
000, was signed by the three Pulitzer 
Brothers and by Roy W. Howard, 
chairman of the board of Scripps- 
Howard. This is the largest price 
ever paid for a newspaper in this 
country. The purchase includes only 
the title and good will. 

The New York World was founded 
in 1860 and bought by the late 
Joseph Pulitzer May 10, 1883, when 
it had a circulation of only 20,000. 
Aithough for the last twenty years 
of his career, Mr. Pulitzer was hand- 
icapped by physical ills, including 


loss of sight, he drove the World to 
a circulation of more than 800,000 
daily. 


Reasons for Decline 


At a hearing preceding the sale, 
Herbert Pulitzer, president of the 
Press Publishing Company, dis- 
cussed the recent decline of the 
World. During the last five years, 
he said, the average annual loss has 
been $811,000. In 1930, the loss 
reached $1,975,000. He gave this 
picture of the New York newspaper 
situation: 

“There are too many newspapers. 
Publishing three newspapers is not 
profitable. Advertisers generally will 
not consider three papers published 
by one management as three sepa- 
rate papers. They are inclined to 
allocate to all three the volume of 
advertising that would normally go 
to one paper. 

“The World newspapers have ap- 
pealed to the middle classes. The 
growth of the so-called high class 
newspapers, the Times, Herald 
Tribune and Sun, have tended to 
take away our high-class circulation 
and advertising. 

“There has also been a growth of 
tabloid newspapers, taking away the 
cheaper forms of advertising and 
that class of readers who like a 


somewhat more sensational paper 


than we gave them.” 

The Scripps-Howard Newspapers 
operate 26 dailies, and have an in- 
vestment of $7,000,000 in the New 
York Telegram, the evidence in- 
dicated. 


Wins Display Prize 
For the third consecutive time, 
Everett W. Quintrell, Elder and 
Johnston Company, Dayton, O., won 
the annual award given by the 
Hoover«Vacuum Sweeper Company, 
Canton, O., for the best window dis- 
play tying in with the company’s 

national advertising campaign. 


To Exhibit Fine Printing 

The Society of Typographic Arts, 
Chicago, will open an exhibit of fine 
printing at the Newberry Library 
April 13. Entries close March 6. 

John Jennings, Frank Riley and 
Robert B. Thompson will make the 
awards. 


Agency Moves 
Small, Kleppner & Seiffer, New 
York, have occupied new offices at 
469 Fifth Avenue. The telephone 
number is Caledonia 5-3490. 


Appoint B. B. D. O. 

The Hoffman Beverage Company, 
Newark, N. J., has appointed Bat- 
ten, Barton, Durstine & Osborn, Inc., 
New York. 


COMING 


PRIL 
will 


American Druggist 
be a special chain 


store issue. It will feature ar- 
ticles on chain store buying, 
selling and management. 


In this April issue, Charles S. 


Davis, former president of the 


coo special 


Davis Drug Company, will ex- 


| 


plain how he built up a tre- 


mendous prescription busi- 
ness for his firm. A. B. Kent will 
discuss the prescription busi- 


ness of the Liggett Drug Stores. 


» store 


Charles Walgreen, for the first 
time in any publication, will 
tell the amazing secrets of his 
business career. Other equally 


| 


famous merchandising ex- 


issue of the 


perts will explain every detail 


| 


of successful chain store 


operation. 


Reader interest will run high 


in American Druggist for 


American 


April. The independent drug- 


| 


gist, ever interested in chain 


store activities, will read this 
issue from cover to cover. 


Chain store executives, anx- 


Druggist 


ious to read articles by the 


| 


most successful chain store 


Advertising in the April issue 


operators, will take unusually 
keen interest in the April 
American Druggist. 


| 


of American Druggist will 


share in 


this unusual reader 


interest. Thus, this issue offers 
you an unusual merchandis- 
ing opportunity. Forms close 
March 15. 


Hears: Business Naegaxines 


MOTOR — 


AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 
57th Street at Eighth Avenue, New York, N. Y. 
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ADVERTISING AGE 


February 28, 1931 


cet nce 


SALES ANALYSIS 
URGED AS BASIS 
OF ADVERTISING 


Mench Opens Chicago Retail 
Institute 


Even leading retailers often fail to 
co-ordinate advertising with mer- 
chandising, according to John Mench, 
general merchandising counsellor, 
Hearst Newspapers, who addressed 
nearly 800 Chicago retailers at the 
opening session of the second An- 
nual Chicago Retail Merchandising 
and Advertising Institute, held 
under the auspices of the Chicago 
Evening American. 

“Newspapers, as well as retail- 
ers,” said Mr. Mench, “have recently 
realized the necessity for determin- 
ing facts on which to base scientific 
advertising. With this in mind, we 
are analyzing all retail advertising 
in all newspapers in 18 of the larg- 
est cities of the country. 

“This research developed such 
facts as these: 

“A New England department 
store doing 80 per cent of its dress 
volume above the $15 price is spend- 
ing 80 per cent of its advertising on 
dresses under $15. 

“In another city two stores have 
practically uniform price lines. In 
one store 97 per cent of the women’s 
shoe advertising is devoted to mer- 
chandise under $7, and in the other 
store 91 per cent of the advertising 
is on shoes above $7. 


Both Can’t Be Right 


“Taking two cities that are much 
alike, Detroit and Pittsburgh, we 
found that in one 64 per cent of the 
newspaper lineage is used on wom- 
en’s hats under $4, while in the 
other the percentage is under 40 
per cent. In one city 63 per cent of 
the hosiery advertising features a 
price less than $1, while in the other 
this price range accounts for only 
44 per cent of the total advertising.” 

These are average figures, the 
speaker pointed out. In individual 
cases, the lack of agreement between 
sales and advertising is more strik- 
ing. Said Mr. Mench: 

“T once asked the heads of six 
large department stores in the same 
city at what price they received the 
greatest response to advertising on 
men’s shirts. Four said at $1.95 
and the other two said $1.25. They 
wouldn’t believe it at first when I 
told them that for the seven weeks 
preceding none had advertised such 
merchandise at those prices.” 

Mr. Mench said that stores stock- 
ing high priced lines are advertising 
merchandise at low price levels and 
vice versa, and that, of the 285 de- 
partment store merchandise classifi- 
cations, the 100 on which 64 per 
cent of the volume is done fail to re- 
ceive their proportionate share of 
the advertising. 


Consumer Knows Best 


“Merchandise demand must be 
studied,” was the conclusion empha- 
sized. “Facts that an investigation 
will disclose are amazing. A cer- 
tain department store found, for ex- 
ample, that in the spring the rug 
volume is equally divided between 
Axminsters and Wiltons. In the 
fall, however, 63 per cent of the 
sales are Wiltons and only 23 per 
cent Axminsters.” 

Concluding, Mr. Mench summar- 
ized his advice by reciting seven 
rules for copy writing, which, he 
said, are his only by adoption. They 
are:- 

“See the goods clearly and de- 
scribe it briefly. 

“Take into consideration the aver- 
age income of your clientele. 

“Dramatize uses as well as values. 

“Tilustrate the product only when 
pictures serve better than words. 

“Write naturally—to the public 
and not to the boss. 

“Feed the mind, in order that the 
mind can feed the advertising. Study 


the work of great writers and great 
advertising men. Learn to recognize 
the power of beauty, knowledge and 
simplicity. 

“Make the advertising sell by 
making it serve. Ask: ‘Is it truth- 
ful? Is it educational? Will it sell 
goods?’” 


Four A’s Helps 
Board to Select 
Best Type Faces 


New York, Feb. 26—The Amer- 
ican Association of Advertising 
Agencies, among others, has joined 
hands with the National Board on 
Printing Type Faces in its efforts 
toward simplification. 

Others represented at last week’s 
meeting of the Board were the 
American Institute of Graphic Arts; 
Society of Fine Arts, Chicago; Art 
Directors Club, New York, and the 
Advertising Typographers of Amer- 
ica. 

The following type faces were ap- 
proved: 

In the round serif group: Deep- 
dene, designed by Frederick Goudy 
and issued by the Lanston Monotype 
Company; Weiss Initial Series No. 
1, issued by the Bauer Type Foun- 
dry, Inc. 

In the flat serif group: Bodoni 
Open and Bulmer Roman and Italic, 
issued by the American Type Found- 
ers Company. 

In the sans serif group: Stellar, 
issued by the Ludlow Company; 
Neuland and Neuland Inline, im- 
ported by the Continental Type 
Founders Company. 

Adopted with Reservations 

In the flat serif family, the Board 
tentatively adopted Girder provided 
the type founders would redesign 
the lower case f, g, t, and y; elimi- 
nate from the fonts capital A and 
capital K, which it believes are de- 
signed out of proportion, and also 
eliminate from the fonts the lower 
case i and j with the round dot and 
use only the square dot in keeping 
with the design. : 

It was further recommended that 
the foreign type foundries make up 
their fonts on the same basis and 
use the same metal for type cast- 
ing as American manufacturers. 

“Experience has taught printers 
in America,” said the Board, “that 
foreign types are made of brittle 
metal and the type is very short 
lived. It is practically impossible 
to use the foreign manufactured 
types that have kerning letters for 
electrotype purposes.” 


A. Luchars, Publisher 
of “Machinery,” Dead 


Alexander Luchars, founder and 
publisher of Machinery and presi- 
dent of the Industrial Press, New 
York, died February 19 at his home 
in Upper Montclair, N. J., at the 
age of 77. His death resulted from 
pneumonia. 

He founded Machinery in 1894 
and published it for 37 years. In 
1919 the Secretary of Commerce ap- 
pointed Mr. Luchars special trade 
commissioner to study machinery 
markets of Europe. 

Mr. Luchars is survived by a son, 
Robert B. Luchars, vice-president of 
the Industrial Press, and by two 
daughters. 


A. B. C. Records 


Figure in Fight 


Records of the Audit Bureau of 
Circulations have been dragged into 
an Alabama political dispute involv- 
ing the expense account of Governor 
Miller. 

Arthur Greenwood, of Birming- 
ham, recently discharged as boxing 
commissioner, charged the Governor 
purchased 377,419 copies of the 
Montgomery Advertiser, for which 
his expense account showed an ex- 
penditure of $1,023, while the A. B. 
C. figures indicated a payment of 
$4,409, which would put the Gov- 
—- expenditures above the legal 
imit. 


May Advertise Honey 


The Southern Beekeepers’ Asso- 
ciation will probably indulge in an 
“eat more honey” campaign as the 
result of proposals made at its re- 
cent convention. 

J. J. Wilder, Waycross, Ga., is 
president of the organization. 


WINS AWARD FOR MOST EFFECTIVE USE 
OF TYPOGRAPHY 


the varied needs of active life 
© The markets of business are never fixed. Today's 


market is today’s possession only. Tomorrow's army of 


buyers is but now massing forward — largely unaware 
of the products and services industry offers them 
¢ In this endless procession there is the key to every 


manufacturer's sales problem and a challenge to his 
resourcefulness. His success in gaining and hold- 
ing these changing markets b measured by his 
knowledge of them, and by his ability to supply 
what people want at the time they want it. 

* The alertness of a company’s management in 


meeting this problem is of prime importance to the 


SONOS STOCKS  COMMENCHOL Faren 


MARKETS ON THE MARCH. 
© They march along — out of one market inte another. investor. Plants and inventories lose their value 
Children growing up, marrying, making new homes. quickly if markets disappear. Earnings diminish when 
Men and women passing into old age, leaving behind management fails to maintain that constant flow of 


SO FINE STREET, NEW YORK © 100 SOUTH Ea SALLE STREET, CHIC ACO 


A. G. Becker & Ca. 


new customers which replaces those lost, in the nat 
ural order of things, each year 

© Since ts inception, 37 years ago, A. GC. Becker 
& Co. has been particularly concerned with the 
management factor. Long before detailed financial 
statements were available, this company was finance 
ing American industry in large measure on the basis 
of its appraisal of management. And today, our 
estimate of management is stll the determining factor 
in our recommendation of securities. 

© The nature of the comprehensive investment service 
built up on this basis is described in a booklet, copy 
of which will be sent you upon request. Ask for T108. 


Bakelite Wins 
Award for Best 
Industrial Copy 


New York, Feb. 27.—Appeals to 
manufacturers and engineers based 
on economy, solution of the mass- 
production problem, uniformity, and 
a unique combination of properties 
and characteristics, were used by 
the Bakelite Corporation, winner of 
this year’s $1,000 Harvard Award 
for the best advertising of industrial 
products. 

Allan Brown is the company’s 
advertising manager and Rickard & 
Co., New York, is the agency. Busi- 
ness papers were the chief medium. 

The Bakelite Corporation sells 
moulding materials, varnishes, lac- 
quers, resins, etc., to manufacturers 
of a thousand different products. 
The advertising had the task of in- 
creasing established markets, popu- 
larizing new products and maintain- 
ing the prestige of Bakelite products 
and engineering service. 

It consisted of many separate 
campaigns addressed to textile 
manufacturers, radio manufacturers, 
radio retailers, hardware retailers, 
plastics manufacturers, gift and art 
shop retailers, abrasive industry, 
aviation manufacturers, machinery 
manufacturers, chemical industries, 
automobile manufacturers, electrical 
retailers and manufacturers and 
central stations. 

Technical publications were used 
to reach architects, builders, engi- 
neers, etc., classed as indirect con- 
sumers. This copy utilized perform- 
ance data, with emphasis on appear- 
ance and utility. 

The appeal to jobbers and dealers 
emphasized performance, appearance 
and salability, and illustrated only 
articles of a proprietary nature. 


Powdrell Promoted 


F. A. Powdrell, vice-president and 
treasurer of Montgomery Ward & 
Co., Chicago, has been appointed as- 
sistant to the president, in addition 
to his other duties. 

He came to the mail order house 
from the W. T. Grant Company last 
year. 


Mrs. Barrows in Club 
Mrs. Josephine Barrows, vice- 
president of Barrows, Inc., Denver 
agency, has joined the Advertising 
Club of Denver, 


Publications Choose 
Walworth and Wormser 


Advertising Outdoors and Outdoor 
Advertising Association News, both 
published by the Outdoor Advertis- 
ing Association of America, Inc., 
Chicago, and the Butcher’s and 
Packer’s Gazette, of that city, will 
be represented in the East by Wal- 
worth and Wormser, New York. 


Takes Charge in Boston 


Following the promotion of H. L. 
Hodgson, Lorimer Slocum has been 
placed in charge of the Boston office 
of N. W. Ayer & Son. Luis Weil, 
from the Philadelphia office, has 
joined him to handle school accounts. 

Ralph Janney of the home office 


has been transferred to general na-|* 


tional business. 


Hart Leaves $5,000,000 


An inventory of the estate of 
Harry Hart, president of Hart 
Schaffner & Marx, Chicago, who 
died November 20, 1929, fixed its 
value at $5,000,000. 

The largest single holding is 30,- 
500 shares of Hart Schaffner & 
Marx stock, worth about $2,300,000. 


Repeat Leaders’ Exhibit 


The Direct Mail Advertising As- 
sociation will again choose the fifty 
best direct mail campaigns of the 
year from the exhibits at the Buffalo 
convention. Entrants must submit 
12 copies of each piece by July 1 to 
D. L. Ward Company, Philadelphia. 


Austin Joins A. F. A. 


The Advertising Club of Austin, 
Tex., has been admitted to member- 
ship in the Advertising Federation 
of America. Its charter will be pre- 
sented at a special meeting March 6. 


New Alabama Agency 


The Holt-Helm Advertising Serv- 
ice has been established at Birming- 
ham, Ala. The principals are R. D. 
Holt, former display manager of 
the Shreveport Times, and Mrs. 
Malcolm Helm, who has served sev- 
eral agencies. 


Campaign for “Zep” 
The John Graf Co., Milwaukee, is 
planning an extensive campaign on 
“Zep,” one of its beverages. The 

advertising will start in March. 


Made Outdoor Directors 


The General Outdoor Advertising 
Company, New York, has announced 
the election of Russell L. Fay and 


B. L. Robbins as directors. 


BECKER SHOWS 
EFFECTIVE USE 
OF BODONI BOOK 


Chicago Agency Wins Harvard 
Award 


“Markets on the March,” which 
won the 1930 Harvard Award for 
the advertisement most effective in 
its use of typography, was one of 
an institutional series used by A. G. 
Becker & Co., Chicago investment 
house, during the year. 

The body of the advertisement 
was set in Bodoni Book, with Bodoni 
italic caps in the head. The agency 
was Needham, Louis & Brorby, Inc., 
Chicago, whose art director, E. 
Willis Jones, was responsible for the 
layout and selection of type. The 
artist was Wayne Colvin, of Chicago. 
Joseph J. Levin, advertising man- 
ager for A. G. Becker & Co., also 
was given recognition in the award. 
The advertisement was set by 
Bertsch & Cooper. 

The Becker series appeared in 
Time, World’s Work and Review of 
Reviews. The copy illustrates the 
company’s belief that sound business 
management is the foundation of 
value in the securities of any given 
company. 


Changing World 


“Markets on the March’ illus- 
trates a point of view with which 
advertising men are familiar and 
which Becker & Co. regard as worth 
impressing on both management and 
investors: that children continue to 
grow up, marry and make new 
homes—men and women continue to 
pass into old age, leaving behind 
the varied needs of active life—and 
that as a result, a manufacturer’s 
success in gaining and _ holding 
changing markets is measured by 
his ability to supply what people 
want at the time they want it. 

The idea for the campaign and its 

development were the joint work of 
the agency and Mr. Levin. The cam- 
paign was not designed primarily to 
arouse inquiries, but the number re- 
ceived and the general interest cre- 
ated were highly satisfactory, the 
agency reports. 
This and other advertisements in 
the series have been reprinted in 
book form and may be obtained from 
the advertiser or the agency. 


Ames Is Buyer 
of “Chicago 
Evening Post’’ 


K. L. Ames, youthful publisher of 
the Chicago Journal of Commerce, 
bought the Chicago Evening Post at 
a receiver’s sale February 21 for 
$132,000. The only other bidder was 
the Chicago Evening American. 

A new company, the Chicago Post 
Publishing Company, was formed to 
continue the publication of the after- 
noon paper. Mr. Ames is president, 
his brother, John D. Ames, vice-pres- 
ident and secretary, and E. E. Suf- 
fern vice-president and treasurer. 

Mr. Ames is only 387 years old. 
He indicated that the Post will con- 
tinue to publish from the Post Build- 
ing on Wacker Drive, while the 
Journal of Commerce will hold forth 
on Grand Avenue, as heretofore. 

An announcement by the paper 
said: 

“The policy of the new owners of 
the Chicago Evening Post will be to 
make it an even better newspaper 
than ever before in its 40 years of 
public service.” 


Three for Rankin 
The William H. Rankin Company, 
New York and Chicago, is now han- 
dling the advertising of Miller Music 


Co., New York; Utility Bond & 
ek a Co., Chicago, and My 
Buddy Hair Dressing, Detroit. 
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BOSTON 
E. A. Piller 
130 Newbury St. 


“HAMMER YOUR IRON 
WHEN IT IS GLOWING HOT” 


You can hammer cold steel and make an impression. Hammer hot metal and you 
are its master. Strike while the iron's hot! In every person's life there comes one time 


when he can be most readily sold. That time comes in youth. 


Consider the boy. His habits are forming now—life time habits, buying habits. He is 
eager to know your product. He'll read every word you tell him, believe every fact you 
lay before him, believe for life—buy for life! Tell the boy about your product now, a 


better time will never come. 


Reaching the boy market is the OPEN ROAD for BOYS Magazine, wielding an influ- 

ence over the youth of America so powerful as to be almost unbelievable. To boys this 
magazine is like a living friend and counsellor. Harness this influence to your product, receive 
response you never thought possible from advertising, make lifetime buyers of the nation’s 


youth! The market is yours for the asking. 


*QPEN.BOYS soscaco, 


100 North LaSalle St. 
L.S. GLEASON, Advertising Manager 
122 East 42nd Street, New York City 


LOS ANGELES 
Hallett E. Cole 
846 So. Broadway 
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USE TELEGRAPH 
FOR NEW CIGAR 


New York, Feb. 26—What is be- 
lieved in some quarters to be the 
largest telegraphic advertising cam- 
paign ever staged, was used this 
week by the American Cigar Com- 
pany to introduce Pall Mall cigars, 
a new line. 


Working in close co-operation 
with dealers all over the country, 


the company sent thousands of night | 


letters to smokers whose names were 
provided by retailers. The company 
reciprocated by referring the recipi- 
ent to the establishment of the deal- 
er co-operating. 

The night letters, sent via West- 
ern Union and signed by George 
Washington Hill, president of the 


American Cigar Company and the 
American Tobacco Company, said: 
“Unusual times demand unusual 
sales metheds. That fact and my 
confidence they will please you jus- 
tifies this telegram suggesting you 
try our Pall Mall cigar—four sizes, 
uniform quality and shape. 
“Present this message to Hey- 
worth Building cigar stand for sam- 
| Me box of 12 costing $1, approxi- 
| mately half of retail price. 
| tell me how you like them.” 


| The sample box available at cigar 
| stands contained three Pall Malls 
in each of four price ranges: 2 for 
25 cents; 15 cents straight, 3 for 50 
| cents, and 20 cents straight. 

It is reported that this introduc- 
tory plan moved almost all of the 
sample boxes into the hands of 
users, who were given $1.95 cents 
worth of cigars for $1. 

Lord & Thomas and Logan, who 
handle the advertising of Lucky 
Strike cigarettes, are also in charge 
jof the campaign for Pall Mall 
|cigars. Plans are still indefinite. 
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OFFICES OF WELL KNOWN ADVERTISING MEN—I 


LaSalle Street Building. 


W here Ww. Frank McClure, vice-president in charge of the Chicago office of Albert 
Frank & Co., does his work. The agency occupies the entire 38th floor of the new One 


Bar Cigarettes 
Wrapped with 
Cellophane 


Bismarck, N. D., Feb. 26—Ciga- 
rettes may not legally be sold in 
packages with outside wrappers con- 
sisting of cellophane, or other simi- 
lar material, under North Dakota 
statutes, according to a ruling of the 
Attorney General’s office given the 
State Inspector, R. C. Morton. 

The opinion calls attention to the 
fact that the law prescribes that 
each package of cigarettes “dis- 
played, exhibited, stored or possessed 
in original cartons or containers or 
otherwise, within or upon the prem- 
ises from which sale thereof may 
be made to the consumers” shall 
have “securely affixed thereto a suit- 
able stamp or stamps denoting the 
tax thereon.” 

Experiments were conducted, ac- 
cording to the opinion, to determine 
whether or not revenue stamps re- 
quired to be placed upon packages 
of cigarettes, under the provision of 
chapter 106, Session Laws of North 
Dakota for 1927, can be “securely 
affixed” to packages wrapped in cel- 
lophane or other similar materials. 

“The result of this inquiry,” it 
was stated, “has been the deter- 
mination that unquestionably such 
stamps cannot be so ‘securely af- 
fixed.’ ” 

The Attorney General therefore 
concludes that “the possession of 
cigarettes contained in packages 
the outside wrappers of which are 
of cellophane is illegal and that all 
such cigarettes are subject to con- 
fiscation and the permittees are sub- 
ject to prosecution or revocation of 
their permits.” 


Select Jury for 


Newspaper Contest 

The Chicago Advertising Council 
has announced the personnel of the 
jury for the first annual contest of 
newspaper advertisers. 

On the jury are Walter Dill 
Seott, Northwestern University; 
James Weber Linn, University of 
Chicago; Robert B. Harshe, direc- 
tor, Art Institute of Chicago; H. W. 
Blakeslee, Western manager, Bureau 
of Advertising, American News- 
paper Publishers Assn.; J. L. Fra- 
zier, editor, Inland Printer, and R. 
B. Thompson, president, Chicago 
Group of Advertising Typographers. 


25 Years Old 


Heiden’s Mailing Bureau, Seattle, 
celebrated its 25th anniversary this 
month by buying the building it oc- 


MAGAZINE COPY 
BACK IN STRIDE 


New York, Feb. 26—National 
magazine advertising soared to $15,- 
306,000 in February, in contrast 
with $10,820,000 for January, Na- 
tional Advertising Records reports. 
This mark is lower than February 
advertising in 1927, 1929 and 1930, 
but considerably higher than 1925, 
1926 and 1928. The February, 1930, 
volume was $16,808,000. 

Automotive advertising jumped 
from $1,001,000 in January, to $1,- 
801,000 in February. Advertising 
of drugs and toilet goods increased 
from $1,686,000 to $3,194,000. Copy 
for foods and food beverages stepped 
up from $1,908,000 to $3,200,000. 
Other divisions made less spectacu- 
lar gains, 

Advertising in national farm 
magazines reacted to the optimism 
exhibited by advertisers, February 
volume amounting to $875,694, 
against $660,335 in January. 

A new division reported on by 
National Advertising Records is spe- 
cial national farm magazines, in- 
cluding American Poultry Journal, 
Breeder’s Gazette, Bureau Farmer, 
Dairy Tribune and Poultry Tribune. 
These papers carried $174,862 in 
February, against $165,984 in Janu- 
ary. 

Radio advertising continued to 
gain, national advertisers spending 
$2,637,000 in January, the last 
month for which complete figures 
are available, against $1,989,000 for 
January, 1930. The current figure, 
however, is lower than for October 
and December, 1930, indicating that 
this field is approaching stabiliza- 
tion. ’ 


“American Resorts” 


Takes New Title 


American Resorts, published by 
the Patterson Publishing Co., Chi- 
cago, has changed its name _ to 
Hotels and Resorts, which more ac- 
curately expresses the scope of the 
paper. 

The publication discusses manage- 
ment problems of hotels connected 
with resorts as well as of the resorts 
themselves. 


Weber Has Agency 


The F. Weber Company, Philadel- 
phia, manufacturer of colors and 
equipment for artists, has placed its 
account with Martin-Pilling-Shaw, 
Inc., of that city. Magazines and 


cupies and renaming it the Heiden 


Building. 


W.A. Thomson 
Sees Good Year 


for Newspapers 


The Bureau of Advertising, Amer- 
ican Newspaper Publishers Associa- 
tion, now has 410 members, William 
A. Thomson, New York, director of 
the Bureau, told the Inland Daily 
Press Association at its annual meet- 
ing in Chicago last week. This rep- 
resents a gain of 10 per cent in the 
last year. 


Mr. Thomson said that the loss of 
lineage in 1930 was due to the fact 
that newspaper schedules can be 
canceled immediately. He believes 
that the same fact will work to the 
advantage of newspapers in 1931, 
since advertisers who wish to in- 
crease their advertising to take ad- 
vantage of the rising tide of buying 
will be able to use newspapers be- 
fore any other medium. 


Mr. Thomson said that the new 
monthly bulletin service instituted 
by the Bureau of Advertising will 
be followed by a Newspaper Atlas, 
which is now on the press. This 
book will contain a map of every 
state in the Union, as well as all 
Canadian provinces, showing the lo- 
cation of all daily newspapers, with 
special reference to the members of 
the Bureau. It will contain figures 
to support the Bureau’s contention 
that daily newspapers parallel mar- 
kets, he said. 


Orchard Honored 


Francis M. Orchard, vice-presi- 
dent of the Gardner Advertising 
Company, St. Louis, has become 
chairman of the publicity committee 
of the St. Louis Chamber of Com- 
merce. Douglas V. Martin, Jr., 
manager of publicity for the St. 
Louis Globe-Democrat, is the new 
vice-chairman. 


Harry L. Ford, formerly with the 
D’Arey Advertising Company, has 
joined the Gardner staff. 


Forbes Joins Oliver 


Myron E. Forbes has been ap- 
pointed vice-president of the Oliver 
Farm Equipment Co., Chicago. Mr. 
Forbes was president of the Pierce- 
Arrow Motor Car Company until its 
purchase by Studebaker. 


Gets Pump Account 


The Air Way Pump Co., Chicago, 
has placed its advertising with 
Lethrige, Inc., of that city. Farm 
papers and publications in the ma- 
rine, lumber and construction field 
will be used. 


business papers will be used. 
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ADVERTISING AGE 


'GAY NINETIES’ 
RECALLED BY 
WINNING COPY 


Misnomer, Young & Rubicam 
Prove 


New York, Feb. 26—The adver- 
tisement which won the Harvard 
Award for the most effective use of 
text was created by Young & Rubi- 
cam, local advertising agency, for 
Fels & Co., Philadelphia. It was fea- 
tured by a drawing by Thomas Fog- 
arty, which, like the headline, “The 
Stranger They Never’ Forgot,” 
helped re-capture the atmosphere of 
four decades ago. 

The type and text were marked by 
extreme simplicity. The advertise- 
ment told of the still comparatively 
early days of this country, when 
drudgery was the fate of almost 
every housewife. A modern tie-up 
was provided by the assurance that 
Fels-Naptha, the old stand-by, is 
still an aid to efficiency and beauty. 

The text said: 

“This stranger knocked at the 
door of many a home back in the 
early 1890’s. 

“Politely he asked for the dirtiest 
garment in the family wash. Then 
he showed how an amazing new soap 
would wash it swiftly, easily, with- 
out hard rubbing—and in _ cool 
water. 


The Big News 


“In cool water—that was the big 
news the stranger brought. For in 
those days only mansions had water 
heaters. Women had to heat their 
wash water on cookstoves. There 
was never really enough. And the 
soaps they had simply wouldn’t 
wash clean in cool or lukewarm 
water without rubbing the clothes 
almost to shreds. 

“So Fels-Naptha, the soap the 
stranger introduced, was welcomed 
by thousands of women. A soap that 
would wash as well or better in cool 
water than other soaps did in hot 
was the biggest help they ever had. 

“Fels-Naptha would also work fine 
in hot or boiling water. But there 
wasn’t any use talking about that 
when lukewarm water was all 
women had. So today, when almost 
every woman can have loads of hot 
water by turning a faucet, many 
still think of Fels Naptha as only 
a ‘cool water soap.’ 

“It isn’t. Fels-Naptha washes 
clothes beautifully clean without 
hard rubbing no matter how you 
use it. You can boil or soak your 
clothes; you can use washing ma- 
chine or tub. It’s the nature of the 
soap to wash best in hot water— 
and Fels-Naptha is no exception. 
But it also does a wonderful job in 
lukewarm or even cool water. 


The Modern Appeal 


“Here’s another important thing 
about Fels-Naptha—it keeps your 
hands nice. For the unusually good 
soap and plentiful naphtha working 
together get clothes clean so quickly 
that you don’t have your hands in 
hot water so long. 

“Buy a few bars of Fels-Naptha 
from your grocer today. Use it for 
all household cleaning as well as for 
the family wash—and you will know 
why they never forgot the stranger.” 

The advertisement concluded with 
an offer of a Fels-Naptha chipper 
free and a coupon for the con- 
venience of signers. 

“The Stranger They Never For- 
got” appeared in the June, 1930, 
issues of Modern Priscilla, Needle- 
craft, Woman’s Home Companion, 
Canadian Home Journal, MacLean’s 
Magazine and Western Home 
Monthly, the last three being Cana- 
dian papers. © 


Represent “Tribune” 
The Columbia (Mo.) Tribune has 
placed its national representation 
with Small, Spencer, Levings 
Brewer, Inc., effective March 1. 


&j|vertising of Arbuckle 


THE STRANGER THEY NEVER FORGOT 
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Winner of Harvard Award 
for best use of text. 


Next 10 Months 
Is Vital Period, 
Says Cherington 


Pittsburgh, Pa., Feb. 26.—Recov- 
ery will catch many businesses un- 
prepared, just as the break in pros- 
perity did.” 

This was the warning voiced by 
Dr. Paul T. Cherington, director of 
research, J. Walter Thompson Com- 
pany, before the Pittsburgh Adver- 
tising Club. 

“In the period of recovery during 
the next ten months the business 
leaders of the next ten years will 
be determined,” said Dr. Cherington. 
“This is equally true of businesses 
and the people who man them. 

“The over-equipment of American 
industries combined with the wider 
spread of incomes in which there is 
a spendable surplus, has enabled the 
consumer to seize the whip from the 
hand of the producer. Now he can 
dictate what he will buy and from 
whom he will buy it. 

“In times of prosperity, public 
favor, though desirable, is not in- 
dispensable. In times of depression, 
public favor goes to the most fit. 
But in times of recovery when new 
leaders are to be chosen, there is 
every reason to go out aggressively 
and tell people interesting things 
about goods for sale.” 


“Metals & Alloys” 
Retires Old Model 


Metals & Alloys, published by the 
Chemical Catalog Company, New 
York, will suspend after the Febru- 
ary number until next September, 
when it will bring out a new and 
improved metallurgical engineering 
publication. 

In taking this unusual step, the 
company says it followed the ex- 
ample of Henry Ford in ceasing 
production of Model T, closing down 
the plant and re-designing the prod- 


uct. 

The publication will distribute 
current abstracts in bulletin form 
until September. 


Alabama Bu:s Men 


Begin Advertising 
The Alabama Passenger Bus As- 
sociation has begun a_six-months’ 
advertising campaign, stressing the 
contribution to comfort and prog- 
ress made by this form of transpor- 
tation. 
The copy is appearing in daily 
and weekly newspapers. 


Ayer to Display 
Non-Commercial Art 
“Holiday,” an exhibition of the 


non-commercial work of artists who 
illustrate advertisements, will open 


March 2 in the Ayer Galleries, 
Philadelphia, and continue until 
April. 


Eighty paintings and drawings 
will be shown. 


New Advertising Book 

The Princeton University Press, 
Princeton, N. J., has _ published 
“Marketing and Advertising—An 
Economic Appraisal,” by Floyd L. 
Vaughan. 


Has Arbuckle Acount 
The Federal Advertising Agency, 
New York, is now handling the ad- 


Brothers, 
coffee refiners. 


‘The Public Be 
Pleased,’ Theme 
of B. & O. Copy 


New York, Feb. 27—When the 
Baltimore & Ohio Railroad Co., 
whose 1930 campaign won the Har- 
vard Award as the most effective in 
the institutional field, decided upon 
a national campaign last year, it 
faced the fact that one of its prin- 
cipal competitors had already pre- 
empted the drama of railroading and 
the iron-horse, and another had im- 
pressed upon the public the speed of 
its transportation facilities. 

The B. & O. has long realized that 
more than rails, and cars and rail- 
way stations make a railroad. The 
president of the road believed that 
a railroad journey should be a pleas- 
ant experience and not a boresome if 
necessary expenditure of time. 

For many years the road has been 
trying to build up among its 70,000 
workers a “will to please.” In that 
spirit engineers are taught to start 
and stop their trains without the 
time-honored jerk and jolt. Track 
and train crews are asked to work 
at night with more than the usual 
regard for passengers who may be 
sleeping. The meals in the diners 
are gastronomic events served in an 
atmosphere of engaging hospitality. 

Safety and Comfort 

This was the story told in the B. 
& O. advertising. One piece of copy 
told of the card that hangs in the 
engine cab placing “Safety” and 
“Comfort” ahead of “On Time,” de- 
spite the road’s proud record of 
punctuality. Another told the story 
of a train that was a few minutes 
late because it made an unscheduled 
stop to pick up a physician hurrying 
to the bedside of a child critically ill 
in another city. 

The companys files are filled with 
letters from passengers telling of 
the courteous and helpful attitude 
of the road’s trainmen and employes, 
as well as describing unusual inci- 
dents of service which they wished 
to call to the attention of the man- 
agement. The advertising tried to 
tell of these things in a human, 
modest way as indications of the 
spirit that the B. & O. is everlast- 
ingly trying to make a regular part 
of its daily service. 

The campaign was planned by 
Batten, Barton, Durstine & Osborn, 
Inc., and the award was made to 
the agency. 

The advertising ran in The Satur- 
day Evening Post, Collier’s, Liberty, 
The Literary Digest, Time, Nation’s 
Business and the rotogravure sec- 
tions of newspapers in a number of 
cities. 


Blaker to Handle 


Holeproofs for Men 


The Blaker Advertising Agency, 
New York, has been appointed to 
handle the advertising of the men’s 
division of the Holeproof Hosiery 
Co., of that city, effective April 1. 

Heretofore, Blaker has handled 
only the women’s division. Howard 
Weaver is the Holeproof advertising 
manager. 


Publisher Passes 


Wallace McIlvaine Scudder, vet- 
eran founder and publisher of the 
Newark Evening News, died sud- 
denly at his home in that city Feb- 
ruary 24. Death was due to heart 
trouble. 

Mr. Scudder began publication of 
the News in 1883, with Henry A. 
Steel and Lorenz Mott, founder of 
the Newark News. 


Newspapers for Sargon 


G. F. Willis, Inc., Atlanta, Ga., 
distributor of Sargon Tonic, Sar- 
gon Soft Mass pills, Mentho-Mulsion 
and other pharmaceutical products, 
has engaged Street & Finney, New 
York, as advertising counsel. 

Schedules featuring 1,800-line copy 
are being released to newspapers 
throughout the United States and 
Canada. 


Dayton Elects Schutz 


R. J. Schutz, advertising manager 
of the Rike-Kumler Company, has 
been elected vice-president of the 
Advertising Club of Dayton. His 
predecessor, Roy J. Smith, was re- 
cently made president. 
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Sonny, he said, 


“you had better keep quiet” 
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BALTIMORE @& OHIO) 


This copy in the B. & O. series 
emphasized the change from the 
old days when suggestions from 
employes were not solicited. 


Hoagland in Charge 
of Sales for Armour 


I. M. Hoagland has been ap- 
pointed vice-president of Armour & 
Co., Chicago, in charge of domestic 
sales and marketing operations. 

Mr. Hoagland has been with Ar- 
mour since 1910, for the last two 
years being in charge of branch 
operations. 


Re-appoint Scheerer 


The Lansing (Mich.) Capital- 
News is again being represented in 


New York and Chicago organiza- 
tion, who handled this paper until 
a year ago. 

The Capital-News is one of three 
Macfadden papers represented by 
Scheerer. 


Coast Agents Elect 


Carl F. Ohliger, of McCann-Erick- 
son, Inc., San Francisco, was elected 
chairman of the Northern California 
chapter of the Pacific Association of 
Advertising Agencies at-the annual 
meeting. Walter A. Burke, of the 
same agency, was chosen secretary- 
treasurer. 


the national field by Scheerer, Inc.,. 


Agency Moves 
The Western Agency, Inc., Seattle, 
Wash., has moved from the Lloyd 
Building to the Skinner Building, in 
line with the expansion promised 
when Arthur J. Ritchie recently be- 
came its vice-president. 


Milwaukee Outdoor 
Plant Has New Name 


After 70 years in business, the 
name of the Cream City Bill Post- 
ing Co., Milwaukee, has _ been 
changed to Cream City Outdoor 
Adv. Co. 


Williams Promoted 
Frank B. Williams, Jr., sales man- 
ager of the Diehl Mfg. Co., electrical 
division of the Singer Mfg. Co., Eliz- 
abethport, N. J., has been elected 
vice-president in charge of sales. 


Joins Pathescope 
Rodney M. Hires has joined the 
Pathescope Company of America, 
New York, as account executive. He 
will continue sales work in connec- 
— with motion pictures and slide- 
ms. 


vvvvvvvyv 
STORE 

EXECUTIVES 
Up to Date 


The Coppiemest to FAIR- 
CHILD’S LIST OF STORE 
EXECUTIVES includes all 
changes up to February 15 amo 
the 20,000 Presidents, Gene 
Managers, Controllers, Merchan- 
dise Managers, etc.,of d ment, 
dry goods and men’s and women’s 
specialty stores. 


835 a Copy 


(including supplement) 
For specimen pages, etc., address: 


DIRECTORY DIVISION 
Fairchild Publishing Co. 
8 East 13th St. New York, N. Y. 


a 


That Little Extra Something 


morning. 


papers— 


“swell job.” 


ask us. 


Saturday to Monday 


On Saturday at 12:55 p.m. an 
agency asked for an estimate on 600 
college publications. 


Three typewritten copies were de- 
livered at opening time Monday 


Tuesday we received O.K. for large 
space contracts in over 400 of our 


And the agency said we did a 


Either of our offices will do a 
47 . ul e 
swell job” for you any time you 


COLLEGIATE SPECIAL ADVERTISING 
AGENCY, INC. 


NEW YORK, 18 EAST 41st ST. 
CHICAGO, 612 NORTH MICHIGAN AVE. 


P.S. The Spring edition of The Collegiate Salesman listing all student 
publications will be sent without charge upon request. 
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Osterman Heads 
Nebraska Publishers 


Thomas Osterman, of the Blair 
Pilot-Tribune, was elected president 
of the Nebraska Association at the 
annual meeting at Lincoln February 
19-20. 

Dwight Griswold, of Gordon, was 
elected vice-president; F. O. Edge- 
comb, blind editor of the Geneva Sig- 
nal, treasurer. Lyman Cass of Ra- 
venna, Chester Burt, of Aurora and 
Will Picket, of Waho are the new 
directors. 


Engravers’ Choice 


Arthur Bernhard, of the Artcraft 
Engraving Co., Seattle, has been 
elected president of the Photo En- 
gravers Club of Washington. 

Ernest Graber, Advertisers En- 
graving Co., is vice-president, and 
P. Heppenstall, Heppenstall Engrav- 
ing Co., treasurer. 


Tulsa Publisher Dead 


Frank T. Lauinger, president of 


the Petroleum Pub. Co., publisher of 
Oil & Gas Journal, Tulsa, Okla., 


died in Baltimore recently, following 
an operation. 


The editorial 
formula of 
the Outlook 
creates a sifted 
not a shifting 
circulation 


Outlook readers 
are a positive- 
minded group 
that get what 
they want 


> «and Independent 


OUTLGDK 


MANUFACTURERS 
BAND TOGETHER 
TO SELL HOMES 


Advertising Company Sponsors 
New Plan 


In the Mastercraft Home Service, 
organized and operated by the mer- 
chandising department of the Chi- 
cago Elevated Advertising Company, 
a successful co-operative advertising 
and sales promotion plan has been 
developed for manufacturers of and 
dealers in building materials and 
household equipment, contractors, 
finance companies and the six Chi- 
cago elevated railways, bus com- 
panies and railroads operating sub- 
urban service. 

When the plan was put into opera- 
‘ion in June, 1929, its fate was some- 
| what in doubt, due to the difficulty 
| expected in co-ordinating all inter- 
ests. From a small beginning, how- 
ever, the business resulting from the 
promotion increased from month to 
month until the practicability of the 
| idea is no longer questioned. A total 
of more than $200,000 is available 
for this year’s advertising. 


Backed by a group of non-com- 
petitive manufacturers, the mer- 
chandising department of the Chi- 
cago Elevated Advertising Company 
opened offices for the Mastercraft 
Home Service and placed an experi- 
enced builder, J. L. Phillips, in 
charge. 


Raising Appropriation 

To acquaint the public with the 
service offered, a fund for transpor- 
tation advertising space, booklets, 
window displays, etc., was made up 
by appropriating a part of the reve- 
nue from advertisers 6f building 
materials and contributions in the 
transportation systems affiliated 


WE ARE ART 


TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made starkly repulsive by 


the “back-to-ugliness” cultists? No! 


We stand, squarely between the two, 


for the naturalness that is art and 


the beauty of simplictty 


LEE & PHILLIPS, INC. 


Typographers Who 


Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


MONTAGUE LEE COMPANY, INC. @ FREDERIC NELSON PHILLIPS, INC. 
Successors to GRAPHIC TYPESETTING CORP. @ CAXTON TYPOGRAPHERS, INC 


Gas Utility Sees 


‘Future Shadow’ 
Omaha, Neb., Feb. 26.—Gas 
for cooking has always been 
taken as a matter of course by 
both consumers and the Met- 
ropolitan Utilities Company. 
The latter recently saw a 
shadow in the form of electric 
competition and as a_ result 
appropriated $17,700 for an 
advertising campaign. 


with the Chicago Elevated Adver- 
tising Company. 

“At no cost to you,” the advertis- 
ing told the home prospect, “this 
organization will help you find just 
the house plans you are looking 
for, will help you check the speci- 
fications and bids, make §satis- 
factory financial arrangements, and 
have your home built by the best 
contractor in the community in 
which you want to build. 

“Information on materials, units 
of equipment, methods of construc- 
tion, types of houses, as well as 
plans, specifications of Mastercraft 
houses, all are available from this 
office to the prospective home builder 
or buyer—without charge.” 

Contractors and dealers in build- 
ing supplies who wish to be identi- 
fied with the promotion as recom- 
mended builders are given that priv- 
ilege upon signing a contract with 
the Mastercraft Home _ Service 
agreeing to use only the guaranteed 
building materials manufactured by 
the advertisers participating. With- 
out cost to them, the names of these 
dealers are used in the Mastercraft 
advertising on lines serving their 
communities. 


Railroads See Light 


The five railroad companies op- 
erating suburban lines were the least 
interested at first, but are now pay- 
ing close attention, as they see in 
the plan a force to build passenger 
and freight business. In addition 
to cash contributions, they are fur- 
nishing the Mastercraft Home Serv- 
ice with detailed information re- 
garding real estate and living condi- 
tions in communities they service, 
display space in stations, etc. 

In addition to the transportation 
advertising space, the service is be- 
ing advertised with standardized 
window displays, for which space is 
rented from building material deal- 
ers, hardware stores, real estate 
companies, etc. 

A 42-page booklet describing the 
service, some of the homes which 
were erected under this plan and the 
advantages of the building materials 
and equipment specified, has been 
issued. The booklet is sent to those 
who answer the advertising and dis- 
tributed in connection with the 
displays. 

In the 18 months ending January 
1, 8,600 direct inquiries were re- 
ceived and 553 purchased homes 
through the service. Inquiry has 
developed that the _ specifications 
have been used by many others, who, 
for various reasons, have not taken 
advantage of the complete service. 

More than a score of manufac- 
turers are participating in the mer- 
chandising plan, among them being 
the Detroit Steel Products Co., 
Marb-L-Cote, Inc., Airmaster Cor- 
poration, Vitrenette Corporation, 
Colonial Fireplace Co., Common 
Brick Manufacturers Association of 
America, C. G. Everson & Co., Art 
Metal Products Co., Ornamental 
Wrought Iron Co., Certain-teed 
Products Corp., Burley & Co., Mel- 
rose Mill Co., Liberty Electric Con- 
struction Co., and others. 


To Visit Chinatown 

A visit to Chinatown will consti- 
tute the second in the “Seein’ 
Things at Night” series of the 
Women’s Advertising Club of Chi- 
cago March 10. 

Scotch Jenness, of Holland’s Ma- 
gazine, is in charge of arrangements. 


Nebraska Editor Dead 

Mark Murray, editor of the Pender 
(Neb.) Times, died February 24 at 
the age of 64. He was one of the 
delegates to the national convention 
that nominated Woodrow Wilson for 


Women in 
Advertising 


Frances Ward Rice 


Syracuse, N. Y., Feb. 26—Frances 
Ward Rice, advertising manager of 
the rotogravure section of the Syra- 
cuse Post-Standard, is one of the 
small army of advertising folk who 
can remark, should the occasion 
offer, “I used to be a reporter my- 
self.” 


However, Mrs. Rice did more than 
walk a beat during -her sojourn on 
the editorial end of the business. 
She became a columnist of some 
note, writing “Jack and Jill” for 
the Syracuse Journal while she was 
a student at Syracuse University 
and later, as a full-fledged profes- 
sional, “Le Dernier Mot” for the 
Post-Standard. 


“T specialized in rotogravure be- 
cause I know that pictures in gen- 
eral and rotogravure in particular, 
have a strong appeal to women,” 
said Mrs. Rice. 


“Details are all-important to the 
woman bent on buying. Rotogra- 
vure gives the fullest possible in- 
formation and therefore makes more 
immediate sales than almost any 
other form of advertising. Inciden- 
tally, I believe that the possibili- 
ties of rotogravure have only been 
scratched. 


“I believe there is plenty of room 
in advertising for the woman who 
brings sincerity and a_ willingness 
to work, because her feminine inter- 
est in style and its ramifications en- 
dow her with a natural advantage.” 


Mrs. Rice is a member of Theta 
Sigma Phi, honorary fraternity for 
women in journalism, and is a direc- 
tor of the Rotogravure Advertising 
Association. 


Heads Service Branch 


W. F. Titus, former district man- 
ager, has been placed in charge of 
the service department of Interna- 
tional Business Machines Corp., New 
York. 

L. H. Lamotte, who has been divi- 
sional sales manager of the tabulat- 
ing machine division, has been pro- 
moted to vice-president, and G. H. 
Armstrong has been made sales 
manager. 


Young & Rubicam 


Open Chicago Office 


Young & Rubicam, New York 
agency, will open a Chicago office at 
221 N. La Salle street March 2. It 
will be in charge of Gordon Hoge, 
who has been elected a vice-presi- 
dent of the agency. 

S. Larmon has been elected 
vice-president and contact supervi- 
sor. 


Chapman to Manage 
Flint Newspaper 


Earl R. Chapman, manager of the 
Kalamazoo (Mich.) Gazette, has 


been appointed manager of the 
Flint Journal, effective March 1. 
He will be succeeded on the 
Gazette by Charles M. Greenway, Jr., 
who has been advertising manager 


President. 


for seven years. 


Stage Contest 
on Typography 
of Newspapers 


Philadelphia, Pa., Feb. 26.—The 
First Exhibition of Newspaper 
Typography, in which the more than 
1,900 daily newspapers in the United 
States have been invited to take 
oart, will be displayed in the gal- 
leries of N. W. Ayer & Son on April 
1, to continue until May. 


The newspapers have been asked 
to submit their issues of March 4, 
1931, for judgment on the basis of 
typographical excellence, which will 
include, aside from selection and ar- 
‘angement of type, ssakeup of the 
page and printing qualities. Ed- 
itorial content will be left out of 
consideration, although all the pa- 
pers will be of one date so that the 
same world and national news will 
appear. 


The newspapers are to be judged 
by a jury composed of Howard Da- 
vis, vice-president of the American 
Newspaper Publishers Association; 
Harry A. Groesbeck, Jr., president 
of the American Institute of Graphic 
Arts; Dr. John Henry Nash, print- 
er; Joseph B. Platt, art director of 
the Butterick Publishing Company, 
and John B. Williams, vice-president 
of the Curtis Publishing Company. 

The newspaper scoring the high- 
est in typographical excellence will 
receive the Francis Wayland Ayer 
Cup, named in honor of the founder 
of N. W. Ayer & Son, Inc. The cup 
is to become the permanent property 
of the paper adjudged best in three 
exhibitions, not necessarily in suc- 
cessive years. In addition, awards 
by certificate will be made to the five 
newspapers considered by the judges 
next in rank to the cup winner. 

The invitation to newspapers 
states the purpose of the exhibi- 
tion as follows: 

“It is the belief of the sponsors of 
this exhibit that graphic comeliness 
contributes to effectiveness and ease 
of reading in the newspaper as defi- 
nitely as it does in the advertise- 
ment. They consider the newspaper, 
in one sense, a manufactured prod- 
uct and they believe that it can be 
benefited as definitely as are other 
manufactured products by a sensible 
application of beauty.” 


Erwin & Wasey 
Get Real Silk 
Account July 1 


Indianapolis, Ind., Feb. 26—The 
advertising of the Real Silk Hosiery 
Mills, Inc., will be in charge of the 
Chicago office of Erwin, Wasey & 
Co., Inc., effective July 1. Leo Bur- 
nett will be the account executive. 


For the first six months of this 
year, the company is maintaining its 
present schedule through the J. Wal- 
ter Thompson Company, which calls 
for an annual expenditure of about 
$350,000 for magazine space, the 
only medium used except direct mail. 

Publications on the list are Amer- 
ican Weekly, Collier’s, Holland’s, 
Ladies’ Home Journal, Saturday 
Evening Post and The Woman’s 
Home Companion. 

Lowell H. Stormont, advertising 
manager of the company told ADVER- 
TISING AGE that a sensational cam- 
paign on hosiery is in preparation 
and that new products are being 
considered. 


The company sells direct to the 
consumer, and has been a consistent 
advertiser for about 10 years under 
the slogan “From Mill to Millions.” 
The company attributes much of its 
success to the manner in which its 
advertising has been merchandised 
to the consumer. Salesmen are re- 
quired to show prospects reprints 
of the advertising on every call. 

To the original line of men’s and 
women’s hosiery, the company has 
added a variety of children’s stock- 
ings, lingerie and men’s underwear, 
and has been paying more and more 
attention to the style viewpoint in 


merchandising. 
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Atherton President Wi if H | C| ‘ (; d which will eliminate sniping and the 
location of unsightly advertisements 
of New York Agency inners O arvar a ssi ig such as clutter up many sections of 
FRB. Fg ers pe prod Ng 2 Michigan and other resort centers. 
rier in the New York agency of A d t s 8 
S Atherton & Currier, Inc. Mr. Cur- ver (sin war Ss ve rt ' Si n 
rier continues as a director. . Redfield -Coupe Tahes 
Mr. Atherton has been elected A d t D - 
he president, with G. M. Spencer as nnounce a inner A charge of 40 cents a line 1s Van Heusen Line 
a ns, _— b ° FN made for advertising in this depart- The Phillips-Jones Corporation, 
secretary, an arry fF. Francis, ment, the minimum charge being $2. | New York, manufacturer of Van 
n “ee eo (Continued from Page 1) director of advertising, Armstrong Heusen collars, vagy eo a and 
- | the Dorland agency, has joinea|°f headline ($1,000): Batten, Bar-| Cork Company. SITUATION WANTED comment wit tetiee teaee ta 


Atherton & Currier as assistant 


ton, Durstine & Osborn, New York, 


Speakers at the Harvard Awards 


account with Redfield-Coupe, Inc., of 


space buyer. for an advertisement of Electrolux that city. 


dinner were Bruce Barton, chair- 
4 Refrigerator Sales, Inc., “As Silent- 
eo ema 


aie of the heel, Batten, Barton, SALES ORGANIZER AVAILABLE 


A tke ion, 
4 ly as Nature Makes Ice.” William! Durstine & Osborn, on “Working atk aus eae a — : ri A 
> New Account for Brown promotion organizer, trade papers| Liggett Chain Aids 
ill P.. ° Brown Advertiaing and merchandiser. Method developed Drought Sufferers 
a gency, icago, is now directing from first hand personal selling in ; Liggett ident of th 
“ the ot = the Newman field. Full time or advisory basis. veil ieee Teen, eee A 
d- — h Ban Foe ag ony, Meuntem Address Secretary, Room 701, 358 | ordered the 120 Arkansas stores to 
t gn ! Fifth Ave., New York City. fill prescriptions free for drought 
0 The Chicago Daily News and victims. 
a- newspapers of Moline, Rock Island intel 
he and Davenport will be used. ager, Westinghouse Electric & Mfg. |= SS SSS805000OOwwoOoOomo 
ill LEILA SS ee a Co., East Pittsburgh, Pa.; Henry 
ina nk ide Why not B. Quinan, art director, Crowell 
ed ust Off the Press! Publishing Company, New York; 
a- PUBLICATION AND ADVERTIS- efficieney in your home? G. R. Schaeffer, advertising man- 
an ING AGENCY PROBLEMS ager, Marshall Field & Co., Chicago; 
a By A. J. Slomanson, T. F. O’Keefe Adv'g G. Lynn Sumner, president, The G. 
“ An OD, eS a GEHOULD A HOME be any les satay ger imcinertn, And NOW, Lynn Sumner Company, New York; 
Lic 37 Chapters of Thought-Provoking Subjects forteble or have less we see the cod shovel, the ash pile, Roland S. Vaile, professor of mar- 
t- Presented in this New, Important Book then em cies? A business can weld quiany coet end exshe teatng exiled keting, University of Minnesota; N the strict basis of unit cov- 
Price $4.50, P. id isi A . 
of Lloyd Pittubien Oo 175 Sth Ave., Now York hardly consent to leave hin fice several forever rom moder homes. Eficiency Paul B. West, advertising manager, erage of hospital buying 
° eae ’ National Carbon Company, New 8 
YY, times « dey to stoke « fumece in the har come to these homes they wre York , power per dollar; on a basis of 
“4 bevement. It would be westelul, inefl- being heated by GAS! The winning material will be on visibility of advertising; on a basis 
. . cient, and decidedly inconvenvent. Gus hovsehesting iv not new Such display in Baker Library, Harvard | Of editorial leadership, HospItaL 
ill The Des Moines Reg- But why not efficiency in the home too? enormous and rapid strides have been Business School, February 28 and ow ee ag id. oly? In 
° . Your gax service is gradually supplanting made towerd perfection, thet today the March 1 and 2, after which it will | the hospital fie Sk for the new 
= ister and Tribune sells pte: eienediein ts be sent to different cities for exhibi- | folder that tells the whole story. 
up 68% of all Sunday keeping by the introduction of new one of the most healthful of ll forms tion. 
‘ty . appliances and labor saving methods. of house heating. 
“a newspapers circulated cod culty tae ge ow ecmcied «exe te tct Lverea MANAGEMENT 
: . . to the new modem eutometic degree desired... and it s M 
0 in central two-thirds ssicainas, Ghebilesinn ‘atime Siti fo r U ch ga n 537 South Dearborn Street, Chicago 
‘ . . Ld e 
of Iowa. This includes methods of honing mete lnagsaro stand Advertising Tax ONLY hospital mber 
rs . have gone before the od- voting any sttention whatso- a ath le re) rd pag nae r 
“ newspapers published wenn is intent ie cv to the frac Lit « Detroit, Mich., Feb. 26—Inasmuch ' 
water heater. The unheslthful match to the furnace in fall as H. B. No. 119, now before the 
of out of state as well as ‘ibis y the and Forget it until spring. Michigan state legislature, provid- 
2S in lowa—41 all told. ing for a tax on poster panels and 
ise other outdoor advertising structures, 
ofi- is mainly a revenue measure, adver- 
se- tising interests generally are con- 
er, For Dependable Northern States Power Company cerned in its defeat, which, it is pre- 
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MERICAS’ FINEST ENGRAVINGS are made in the heart of Chicago's advertising 
domain. Seventy-five advertising agencies are within a radius of three blocks from Collins & Alexander, Inc.,— engravers to agencies and 


advertisers throughout the country. Picture by Heino Wendeler, printed with the kind permission of the Chicago Daily News. Brass 
halftone, 55 screen, for this reproduction by Collins & Alexander, a type of plate now being used with great success in newspapers. 
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